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BRITAIN’S Biggect wlling 


MONTHLY MAGAZINE 


NET SALES ("") 940,176 


If you have goods to sell, tell 
Britain’s housewives. They spend more 
than 90°,, of the nation’s wage packet 
Tell them through WOMAN AND HOMI 
the monthly magazine with the largest 
sale in Great Britain. With its magnifi- 
cent selling record and its remarkably 
low page rate WOMAN AND HOME is 
indispensable to any advertiser with 


goods to sell to women. 
1/- MONTHLY * PAGE RATE £540 
A. W. Burnett, Advertisement Director, 


The Amalgamated Press Ltd., 
The Fleetway House, F.C.4. CENtral 8080 
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Haslam Mills controversy 


* * 
Cajoling readers 
* ° 
into confidence 

Sirn,—For the sake of the 
future of copywriting I am happy 
to think that E. P. Towers’ 
evaluation of Haslam Mills 
(January 14) is not that of res- 
ponsible advertising men _ in 
general. The distinctly sneerin 
note (I am sorry, but I can thin 
of no other word that quite suits) 
in his reply to Barrington Bree 
does not, of course, detract frorn 
the greatness of the late Haslam 
Mills. It does, however, throw 
some doubt on Mr. Towers’ own 
competence to judge good copy 
that is cast in a mould all its 
own. 

To talk of stylistic tricks 1s 
entirely to miss the point that 
Mills wrote in a style that came 
naturally to him-—-a style he was 
capable of adapting to any of the 
many subjects on which he dis- 
coursed, 

The comparisons with other 
literary figures of the past and 

esent sardonically made by Mr. 

owers are scarcely apt. 

It is no easy thing to write 
copy in the spirit in which Has- 
iam Mills applied himself to his 
task; the hese determination 
that the reader shall be made to 
read on-——-and on. And how well 
he succeeded! Every picce of 
copy of his I ever read lives up 
to che belief he had in simplicity 
and sincerity and in cajoling the 
reader into a confident state of 
mind about the product he was 
advocating. 

And that leads me to ask what 
exactly Mr. Towers means when 
he says that advertising’s only 
purpose is to sell? It may be 
that I agree with him. But if he 
means that no piece of copy is 
a good piece of copy if it doesn’t 
result in an immediate exchange 
of goods and money then one of 
us is guilty of heresy. 

Aside from the question of 
whether Haslam Mills’ kind of 


To The Editor... 


writing is or is not appropriate 
to present marketing conditions, 
the fact remains that it achieved 
greatness in the period to which 
it was keyed—a greatness that 
age has not dimmed for many of 
us to-day who, without exactly 
sitting at the feet of Patience 
Strong, admire his work. 
Joun Harris. 

5 Eastway, Epsom, Surrey. 


A party line on 
branded goods 


Sir,—-I often wonder how well 
the individual commercial adver- 
tiser succeeds in selling his own 
particular branded product to the 
public against the competition of 
other branded goods of the same 
class, and to what extent he de- 
ceives himself as to his success 
in this direction. The point was 
again brought home forcibly to 
me at a party. 

This was organised and run by 
a group of which my wife is a 
member and which consists al- 
most entirely of good middle- 


THIS WEEK 


Copytaster looks at the advertising for 
advertising —page 172 


NEXT WEEK 
A new silk screen development will be 


class persons, of a high standard 
of intelligence and good buying 
capacity. At the party both hus- 
bands and wives were present, 
ages ranging from about 20 
years up to 50. 

A competition arranged by my 
wife consisted of a display of 
20 nationally advertised products. 
Current advertisements were cut 
from the national papers, the 
names of firms and products ex- 
cised, and the competitors given 
score cards upon which to name 
the advertisers. 

To the consternation of the 
organisers the highest score was 
11 right answers; the rest of the 
contestants were much lower than 
this. Yet every one of the items 
would be regarded by its makers 
and distributors as a “household 
word.” The items included 
cereals, animal foods, detergents, 
sweetmeats, canned goods, hol- 
low-ware and medicines and 
medicaments. A number of the 
competitors confused one maker's 
brand with another in the same 
class; a surprising number just 
had no ideas at all. ey 

It seems to mé¢ that sometimes 
advertiserg get a bit too clever 
and that a return to simplicity 


DESIGN -PRINT- DISPLAY 


Paraday Street, Manchester 1. Tel. Central 4965/6 


Creators of 


and a more direct approach that 

always linked the name of the 

product very closely with the 

argument might pay better divi- 

dends in interest and response. 
Georce H. SEwWeELL. 

72 St. James’s Avenue, 

Hampton Hill, Middlesex. 


Adventuring in 
typography 


Sir,—In his article on typo- 
graphy in advertising (December 
3) Roger Darcy raised what | 
feel is a very important issue. 
Typography in advertising need 
not necessarily be “novel” but 
it must be alive, warm and 
human. To that end style must 
be controlled, not governed by 
rules and formulz. 

Mr. Fowler for instance, would 
find much to criticise in the 
writings of Mr. Churchill—but 
let Mr. Darcy “correct” some of 
those passages and examine the 
result. 

It is, of course, essential that 
the typographer master the fun- 
damentals of his craft. This 
hard-earned knowledge of svm- 
metry, balance and conformity 
of style then becomes a tool in 
his hands. If he takes Mr. 
Darcy's advice he will follow 
the path of righteous but deadly 
dullness and remain nothing 
more than a competent work- 
man. If, on the other hand, 
he has courage and vision he 
will experiment with space, 
“colour” and type (whether 
“dead” or alive). It is not an 
easy road and is fraught with 
many critics. But it is exciting 
and the rewards to the successful 


ate grant. R. L. ARTHUR. 
Manager, 

Carib Advertising Service, 
Georgetown, British Guiana. 


What was meant 


Sir,—In your issue of January 
14 you were kind enough to in- 
clude a friendly notice of my 
book Write What You Mean, 
published by George Allen & 
Unwin. 


In his second paragraph 
“HLF.” states that the book 
“Will undoubtedly reduce the 


likelihood that those who write 
during the course of their daily 
work will not be misunderstood.” 
I do hope that on this occasion 
H.F. did not write what he 
— as Py purpose of the 
is, Of comme, exactly t 
Gpposite! Ay 7. 
6 Walton ane # 
Sheen Park, iehy hd. 
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Wise guys 
Sin,—Will someone p 
save me from the “wisers’’? 
Twice in one week I've been 
asked for information—once 
“circulation-wise” and once 
“distribution-wise.” This beats 

the band—jargonwise! 

Are there others afflicted by 
this modern and ugliest distor- 
tion of the English language? 

G. D. Youna. 
Managing Director, i 
Overseas Publicity & Service 
Agency Ltd. 


Win, lose and draw 


Sirn—Having seen “Little- 
woods” Songsters (Quite Con- 
trary) and now the Voice of 
“Vernons” (Come Dancing), mav 
we look forward to “Copes” 
Carollers, “Murphy's” Melodians, 
the “Sherman” Singers and, who 
knows—the Treble Chancers. 


: H. W. Fioop. 
Director, 


V. Pethick Ltd, 


Breaking the 
reader’s habits 


A parallel between the problems 
facing Newsweek and the Recorder 
was drawn at a luncheon given by 
Newsweek to the London Whole- 
sal¢rs, 

irculation manager Tim Grey 

that he had asked Ken 

Yardah, the Recorder circulation 
®anager. as chief guest because of 
this similarity. In his reply Mr. 
Pharoah said that their common 
problem was that both papers were 
trying to break the reading habits 
of the British public, which had 
been established over the past 30 
or 40 years. 

Earlier Mr. Grey had pointed out 
that Newsweek's circulation had 
trebled during the last 13 years in 
U.S.A., from 328,000 to 900,000 
copies. 

OUTLOOK UNSETTLED 
Town Council have 

estion that advertise- 


placed on a 200 ft. 
long weather screen by the pier. 
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Oe ee 


Really, you astound me. This place is quite delightfully furnished. 
I’m very fond of contemporary design myself. 
Yes, very pleasant isn’t it? But what I meant was that plenty of 


our flats are as expensively furnished as this. With subsidised rents 
quite a few of our tenants can afford to splash ont a bit. 


But are many of them earning very much in the first place? 


I should say so. Most of the people we've got living in our council 
property are artisan workers and they’re the ones whose purchasing 
power has increased the most. {£15 a week including overtime is not 
uncommon. So in cases where there are two or three wage earners in a 
family you can see that they are pretty well off. More than half 
these flats have television sets and you'll find a good selection of other 
expensive household products as well. 


Such as? 


Refrigerators. Washing machines. Vacuum cleaners and quite a few 
cars as well. Yes they’ve got money to spend all right. And the people 
who make these things are beginning to realise it. 


DAILY MIRROR 


; : . 4 Jat ~j% ; > bd awe 


Plenty of our flats 
are furnished as well as this 


5 errs, 


With the biggest daily net 
sale on earth, the DAILY 
MIRROR offers the 
most powerful mass 
market coverage in the 
history of daily news- 
papers at the lowest 
square inch per thousand 
rate of all national 

When planning your — 
schedules you MUST 
include the DAILY 
MIRROR. 
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Margarine and butter campaigns 


Merchandise 
Marks Act 
will operate 


on Monday 


The new Merchandise 
Marks Act comes into effect 
on Monday. Its provisions 
vitally affect advertising. 

The declared object of the new 
Act is to make the provisions 
relating to false trade descrip- 
tions more stringent: (1) by ex- 
tending their application to mis- 
leading trade descriptions; (2) by 
enlarging the type of description 
to which they apply, and (3) b 
increasing the penalties for 
offences. 

A false trade description now 
means a trade description which 


Classifieds record 


Last week “Advertiser's 
Weekly” carried six pages of 
classified advertisements. This 
week there are six pages and 
one column—an all-time record. 


is false or misleading in a 
material respect as regards the 
goods to which it is applied. The 
new Act also extends the old 
definition of trade description so 
that words which are, in them- 
selves, meaningless if they can 
be mistaken for a trade descrip 
tion, come within the definition. 

The Advertising Association is 
publishing in pamphlet form An 
Advertising Quiz on the Mer- 
chandise Marks Act. 

It is emphasised that the defin- 
ition of a trade déscription is 
now so wide that nearly every 
advertisement becomes a descrip- 
tion. The Act says that any 
statement, or other indication, 
direct or indirect, is a trade des- 
cription. For example, a picture 
of a sheep on a label, or in an 
advertisement for a garment, 
could be taken as an indirect 
indication that it is woollen, and 
the garment would have to con- 
@ Continued overleaf 


will break 


post-war ad records | 


STORK WILL HAVE A CHEAPER LINE 


BOOKINGS—previously provisional—are now being con- 
firmed for advertising campaigns for margarine and 
butter which, it is anticipated, will break all post-war records. 
There are likely to be two phases. First will come a sustained 
effort to win the younger housewives who have never known 
branded margarine—then a battle between the butter and 
margarine interests. 
Although the marketing plans 
of the margarine manufacturers 


are still or oa “top secret,” 
Van den 


Bergh states: “Our two mar- 
garines will embody the im- 
provements represented by 14 


rghs and Jurgens years’ research work and will 

Lid. have announced that they sur , particularly in flavour 
will be marketing two types of and texture, anyt ng known 
margarine. before.” Prices will also play a 
Clive Van den Bergh told major part in the battle with 
ADVERTISER'S WEEKLY: “We butter costing anything up to 3s. 


welcome the definite assurance 
of the return of branded mar- 
garine this May. We shal! be 
marketing one brand to sell at 
a price no higher than that of 
the national product at the time 
of decontrol 


a pound more than margarine. 


The agency line-up 


Agencies with utter or mar- 
garine accounts: Lintas Ltd. 


and also our (Stork), C. Vernon & Sons Ltd. 
premium brand, Stork, which (Sundew margarine), Howard 
will be slightly dearer.” Panton Ltd. (Adams butter), 
Aithou the rame of the A. S. Dixon Lid. (New Zealand 
cheaper line is not revealed it is oducts), O’Kennedy-Brindley 
anticipated that it will also be td. (Sunrose margarine), and 
known as Stork. Dorland Advertising Ltd. 
Several other manufacturers (Western Margarine Co., Ltd.). 
are known to be planning to The J. Walter Thompson Co., 


Lid., have also been appointed 
to handle a major margarine 
account, the details of which are 
not disclosed. 


margarine. 
The new margarines will .bear 
a remarkable resemblance to 
real butter. Clive Van den 


NET SALES 
LATEST 


Latest A.B.C. figures for the 
second half of 1953 are as 


follows: 

People, 5,139,519 (as compared 
with 45,1 29,137" for January-June 
1953); Daily Herald, 1,864,514 
(1,872,805): Sunday Dispatch, 
2,732,567 (2,743,749); Daily Sketch, 
797,950 (804,541); Evenin News, 
1,453,451 (1,503,293); eekend 
Mail, 1,672,298 (1,416,210); News 
Chronicle, 1,360,943 (1,355,600); 
Star, 1,100,505 (1,117,975); Derby- 
shire Times, 82,044 (81,890); 
Derbyshire Times group, 166,211 
(105, 367); Manchester Guardian, 
137,886" (136,892); Manchester 


Evening News, 
Manchester Guardian 

37,598 (38,404); Bournemouth 
Times series, 37,116 (37,273); More- 
cambe and Heysham Visitor, 21,650 
(21,600); Middleton Guardian, 
11,050 (10,995); Jsle of Man 
Examiner and Record for the whole 
of 1953, 11,882 (369 more than for 
1952). 

Yorkshire Evening Press regis 
tered an increase from the Jan 
June figure of 53,991 (erroneously 
published as 57,991 last week) to 
54,497. The Yorkshire Sports figure 
of 76,985 copies per week referred 
to the period April-September, 1953 
(not July-December, 1953), as com- 


334,148 Oe 050): 


red with 102,080 for October, 
952-March, 1953 (not January- 
June, 1953). 

The first 25 issues of Anglin 
Times, the new East Mi 


Allied Press weekly, had an average 

net sale of 53,202 (A.B.C.), Circu- 

lation is now in excess of 60, 

More net sales res in Stop 
Press on cover. 
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‘Honest traders 
will welcome 
the new Act 


That one of the problems en- 
tailed by the new Merchandise 
Marks Act will be the provision 


of staff training, was pointed out 80. 6. - description may 
by W. A. Slow, advertisin 2. Practically every type of “false” or “misleading” even if profession has been seeking to 
director of Marshall an description (including state- it is in constant use in the trade suppress for some time past. 
Snelgrove. Wie ments as to fitness for purpose, and even if it has the blessing 9. The advertising agent can 
I don’t think the implications strength, rformance or of a Government Department. ensure that his clients keep 
of the Act are being faced in- haviour) is now within the The test is “Is the description within the law if he sees that 
adequately at management level,’ Acts. in fact false? Or will it mis- all statements of fact are not 
he said. “Where the problem 3. Mere advertising “puffs” lead ordinary persons who buy only true but not capable of 


will arise, particularly in a big 
store, is in customer contact. 


Staffs are in the habit of using are not affected. RESPONSIBILITY the law is now much stricter 
terms like ‘silk’ and ‘woollen’ 4. It is now an offence to 7. Selling or possessing for than it was and that the maxi- 
very loosely. We are doing apply to goods trade descrip- rposes of trade goods bearing mum fines in the magistrates’ 
wayens we can to educate our tions which are “misleading” i descriptions is also an court have been increased. The 


T. 

“The Silk Association, of 
whose publicity committee I am 
a member, has made available to 
retailers a brochure, written in 
non-technical language, explain- 


1 So 
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. The new Act was intended 

a make the law relating to 
false trade descriptions “more 
stringent” and it has certainly 
done 


such as “Beer is Best” which 
contain no statements of fact 


even if they cannot be shown 
to be actually “false.” 

5. Although the Acts speak of 
“applying” a false trade descrip- 
tion the word includes use in 
showcards, display material or 


‘Advertiser's Weekly’ asked a legal expert to spotlight vital sections in the 
Merchandise Marks Act. Here is his summary : 


YOUR EASY GUIDE TO SAFETY 


tisements particularly in direct 
mail sivectiden, It does not 
—- description by word of 

be 


the goods?” 


offence and employers—in- 
cluding companies—may be 
convicted for the acts of mem- 
bers of their staff even if done 
without their consent. 

8. The Acts are intended to 


majority of prosecutions have 
been brought by various trade 
protection associations. The 
new Act aims at the type of 
abuse which the advertising 


misleading. 


10. He must remember that 


maximum penalties now are:— 
In thé magistrates’ court, 
£100 fine or four months for 
the first offence and £250 or 
six months for subsequent 
offences. 
On trial by jury, an un- 


ing what they need to know 


invoices and also (although the rotect not only the consumer 


about silk, and many retailers law on this point is not clear) but also manufacturers and limited fine, or two years, or 
have given copies of this bro- in catalogues, letters and adver- traders, and, in fact, the both. 
om oe with talks, to 

eir staffs, 


@ Continued from previous page 


“Retailers also have the ad- 
vantage of being able to refer to 
the Retail rading-Standards 
Association for accuracy of 
reference; and the Lux Wash- 
ability Bureau are also constantly 
testing fabrics. With so ee 
textiles to-day containing bot 
natural and man-made fibres, 
accuracy of description is diffi- 


If the ‘walnut table’ is 
only veneer... 


the advertisement and the | 


wR 


in 
resulting sale. 

Discussing the requirements of 
the Act as “to fitness for purpose, 


form to the requirements implied 
by that word. 
The pamphlet emphasises that 


cult, in some cases demanding advertising, as distinct from 

ex » knowledge.” labelling or marking, is specifi- strength, rformance, or be- 
Slow eaid that all honest cally included in the Act. Any haviour of goods” the pamphlet 

wadess would welcome the Act, goods which are delivered as a ¢Xplains: 


result of a request made by “If a product is advertised with 


the John 
reference to a trade mark or 


A 
Barker group 
¢ 


spokesman of 
said that instruc- 


certain specific claims as to per- 


tions and information about the trade description appearing in formance and a buyer finds that ¥ 
Act had been issued to their any sign, advertisement, etc. are the product is not up to the 9 
buyers, department managers, covered standards =f performance . 
and staif. This illustration is given: ey bang B. ne ~ not o 
toseoe It means, for example, that if strength, peaienaiee, oy he. aoe tied “i 


, d i f l 
you advertise a range of walnut 
Warning to the tables and a person goes into a 


shop and says, “I want one of 


haviour,” and an offence will ~ 
have occurred under the Mer- 


chandise Marks Act. Examples 


- 


Day-Glo ink contributes to the 


, 


‘ . 
| rei, tee ee act af emptius tbe Youage alse, of cae a t,prformance are” imp of ha ps 
“Daily Mirror” editorial} takes place, then, if the table is rier,” “unbreakable dolls,’ and Whi in th 
stated: mainly made of another wood, .. on’ but the test has to be imsy im e 
A “At last the shopper is to covered with walnut veneer, then reasonable. Even an unbreak- . 
get protection, A law coming? the seller is committing an abje doll can be broken if one rain 


offence, because the advertise- 
ment is a false or misleading 
trade description. In these cir- 
cumstances there must be a close 
relation between the description 


“Trade practice 


oger Diplock, secretary of the 
nant Trading-Standards Asso- 
ciation, in a letter to The Times 
stated : 

“There has developed a belief 
that inaccuracy, if not actual dis- 
honesty, could come to bear the 
halo of a provided 
that there could be shown some 
clear evidence of trade practice, 


tries hard eneugh! 

“To describe a garment as 
waterproof when it is only 
showerproof could be a false des- 
cription under this heading.” 


excuse will fail 


of the 18 successful prosecutions 
brought by the Retail Trading- 
Standards Association under the 
Merchandise Marks Acts and in 
no case has it prevailed. 

“But the belief dies hard and 
unwillingly and it seems appro- 
priate at this time to appeal to 
every section of industry and 


into force next week makes it 
an offence to deceive or mis- 
lead the customer. It is aimed 
at all sharp or careless prac- 
tice im salesmanship. In 
future, trade descriptions had 
better be right. Goods had 
better do what is claimed for 
them—or else. 

“The buyer will always 
have to beware — twisting 
salesmen can still talk fast— 
but the seller will now have 
to watch his claims very care-? 
fully as well. Reputable firms 
who sell by value and ey 
—not by trickery—will wel-? 
come this tightening up of the 


“Ways and means of noone 
dry” is the theme of series 
escalator panels which Nevin D. 
Hirst (Advertising) Ltd., have 
produced to advertise the men’s 
tailored weathercoats of Robert 
Hirst & Co., Ltd., the Bradford 
manufacturers. 

Small whimsical figures, on a 
large area of brilliant Day-Glo 
ink, illustrate the theme, succes- 
sive posters showing a man try- 
ing to escape a shower by diving 
down a well, into the Under- 
ground, or into a large pipe 

The posters were designed by 
the account executive, D. 
Birkett, and printed by a aan 


9 


regulations. however irresponsible. trade to look at their trade bination of silk screen and letter- 
“Only the wide boy stands “The excuse of ‘trade prac- descriptions solely in the light ress by Photowork Ltd. of 
to ‘ of their presentation as accurate Brighouse The designs will be | 


tice’ has, in fact, been raised by 
the defence in almost every one 


Porvesresecosoe descriptions to the public.” monthly 
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Pictured at the “Paris Nights” party: 1, Copy chief Howard Barnes went 


as “An American in Paris’’ and took 


time off to explain to copywriter 


Phyllis Duncan-Brown the American approach to copy (or copywriters’). 
2, Walter Graebner and actress Zena Marshall have a tussle over a bottle 
of champagne. 3, A matelot dancing with a Folies Bergére dancer (alias 
Don Burge, who, under normal circumstances, helps service the Hoover 


account, and Mrs. Howard Barnes). 


4, Mrs. John Cross and husband as a 


Dior model and a foreign legionnaire. 


Going to town 
with their ads 


One of the biggest advertising 
campaigns yet handled by the 
London Transport Executive is 
backing the new cheap return 
fares scheme for evening travel- 
lers to London from the suburbs. 

Theme of the campaign is “To 
Town To-night,” the slogan 
appearing on all posters, press 
advertisements and leaflets. Press 
advertising is being handled by 
S. H. Benson Ltd. and organising 
the campaign as a whole is 
publicity officer Harold F. 
Hutchinson. 

On Monday—the day the new 
scheme came into operation— 
the Star and Evening Standard 
carried full triple-column spaces, 
the Evening News a _ 15-inch 
triple, and The Times an 11-inch 
single. In addition, in 61 of last 
week’s key suburban papers ap- 
peared six-inch double-column 
ads. 


Town crier motif 


Motif on the 1,500 double 
royal posters appearing at all 
stations in the outer and central 
zones and at most "bus shelters 
is a town crier. 

In addition to these posters, a 
new idea was tried out. 
Streamers in blue, red, white 
and yellow were attached to 
special boards over the canopies 
to the entrances of most Under- 
ground stations. 

At each of the 150 stations in 
the outer zone appeared a 
double-crown poster giving the 
fare from that particular station 
to each of the 43 central London 
stops. 

Altogether 250,000 leaflets 
were printed for free distribu- 
tion, giving complete details of 
fares, an alphabetical list of 
stations for which the scheme 
was available and a map. 

Future plans to maintain in- 
terest in the cheap fares include 
the printing of small posters for 
"bus stops, large ‘bus-side 

ters, and 4,090 windscreen 
ills for Tube train doors. 


FOLIES 
D’ERWIN 


Paris came to Porchester Hall, 
London, last Thursday, when 
Walter Graebner, the new man- 
aging director of Erwin Wasey 
& Co., Ltd., threw a party to 
“get to know his staff.” 

It was a “Paris Nights” party 
with the 400 present attired as 
matelots, foreign legionnaires, 
apache dancers, waiters, Can- 
Can girls and a host of other 
exotic characters. 

Entry to the hall was secured 
by a facsimile of a British S- 
port in which Walter Graebner, 
“managing director of Erwin 
Wasey & Co., Ltd. French 
Poodle Fancier and Principal 
Secretary of State for Foreign 
Affaires” did “request and require 
all those whom it may concern 
to allow the bearer to pass 
freely....” 

Guests were also issued with a 
ticket from “London to Paris 
(Are de Marble)’ which incorpor- 
ated a French phrase book (e.z., 
“Quelle heure est-ell?”—“Whose 
girl is she?”’) 

Souvenir programmes, entitled 
“La Vie Erwasienne,” consisted 
of a Can-Can dancer whose 
layers of skirts formed the pages. 
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Ciacme ads and film 


trailers—by ‘phone 


Hull telephone subscribers who dial 21835 will now hear 
not only the titles and screening-times of films showing at a 
number of local cinemas, but also excerpts from trailers. 


This innovation—for which 
the only municipally owned 
telephone undertaking in the 
country is responsible—is an off- 
shoot of the city’s Santa Claus 
telephone system, which has 
been operating for the past two 
years at Christmas time. 

This enabled subscribers to 
ring up a certain number and 
hear the recorded voice of Santa 
Claus wishing them the compli- 
ments of the season, as well as 
choirs singing carols. 

So great was the demand that 
the system handled 36,000 calls 
in 12 hours last Christmas, 

Because the cost of this special 
equipment was substantial the 


committee were anxious that it 
should not lie idle throughout 
the year; and, soon after Christ- 
mas was over, the department's 
technicians thought up and de- 
signed the new service which 
they call “phonodiary.” 


Time Ration 


Already half a dozen cinemas 
have each been allotted 45 
seconds. It may be necessary 
later to reduce this time. Ex- 
cerpts from film sound tracks are 
recorded on magnetic tape 
machines and the other necessary 
information is then added to the 
recording. 


Cmdr. Gillett’s 25 years with Benn’s 


In 1933, during Commander 
A. O. Gillett’s first full year of 
management, the “Hardware 
Trade Journal” and its year book 
published 3,786 pages of adver- 
tisements. Last year, 8,813 pages 
of advertisements were published 
—an increase of 133 per cent. 

This was reveal by Com- 
mander Gillett, a director of 


W. B. Lattimore (Birmingham 
Post and Mail Ltd.), the presi- 
dent, on his feet at the Press 
Advertisement Managers’ Asso- 
ciation Gala on Friday . . . but 
not to speak, Order of the 
evening (spent rumbustiously at 
the Connaught Rooms) was: 
“Dine, wine and dance as the 


spirit moves you, but do not 


look for a presidential oration. 
. . . Pamans at the festive board 
may unloose their buttons, let 
the wit flow freely with the 
wine, but never, never make a 
speech.” The order was obeyed 
and a lively evening ensued. 
Guests included Hubert 
Oughton (11.P.A.) and Eric 
Clayson (Newspaper Society). 


Benn Brothers Ltd., at a luncheon 
at Grosvenor House on Tuesday 
given by the chairman and direc- 
tors of Benn Brothers Ltd. to 
mark his completion of 25 years 
with the company, which he 
entered when the British Trade 
Journal, of which he was a direc- 
tor, was acquired in 1928, 

The last 25 years, he said, had 
seen an enormous expansion 
in both the scope and the 
mapertense of the trade and 
technical press, and this was re- 
flected in each of the 14 journals 
published in Bouverie House 
to-day. 

Commander Gillett was - 
sented with two Georgian silver 
salvers by Glanvill Benn (chair- 
man of Benn Brothers), who pre- 
sided over some 200 leading 
members of the hardware trade. 

EB. H. Lever (shortly to be Sir 
E. H. Lever), chairman, Steel 
Company of Wales, proposing 
Commander Gillett’s health, re- 
ferred to the wonderful job 
performed by the trade press as 
a source of information. He 
spoke of the distinguished and 
individualistic leadership under 
which the firm had served British 
trade and industry for nearly 
three-quarters of @ century 
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Club News 


senien 
Brian O’Kennedy 
looks back 


Brian O'Kennedy, director of the 
Dublin agency a O’Kennedy- 
Brindley td., king at the 
Publicity Club’ of. don, said he 
believed in advertising ‘for two 
reasons: - 

“I believe in advertising,” he said, 

use I know what advertising 
has done and is doing in promoting 
a sound industrial economy in my 
country. Secondly, because it per- 
suades le to buy things that 
formerly y had not thought 
necessary. It is inducing people to 
look for a higher standard of iving. 
It means increased production.” 

Referring to his early days in 
advertising some 4) years ago— 
Mr. O’Kennedy said that one of his 
first clients was an umbrella manu- 
facturer who spent between £80 and 

) a year. To service that he re- 
quired a weekly visit from the agent 
who had to prepare a new adver- 
tisement every week. 


Lure of £5 a week 
“And the ss profit for all that 
effort,” he was £9 a year. 


a of — “that. was the 1» ~ 
when we were buying space for 
2s. 6d. an inch in the national 


o'% O’Kennedy entered advertis- 
ing by answering an advertisement 
statin “Learn advertising and 
earn ; a week,” 

Asked about the possibility of the 
Advertising Association ho om 
conference in Dublin, z, 
O’Kennedy referred to the difficulty 
of getting accommodation in the 
ity at the k season but added: 
e in Ireland would welcome the 
opportunity of being hosts to the 

vertising Association.” 


- Liver 


The position of 
the dollar 


There is a “positive danger of 
this country accepting American 
recession as a ready-made reason 
for sitting back and doing nothing,” 
said Lt.-Col. P. G. R. Burford 
secretary of Liverpool Chamber of 
Commerce, addressing the Liver 
and District Publicity Association. 

He believed—although he realised 
it was financial heresy to = Ae 
that the position of the dollar in 
relation to other currencies became 
(inited 6 unimportant unless the 
United States were thet’ s to play 

t 


in the world a . t - con- 
sistent with the might their 
money. 

Oxford 


Novelty note 


Advertising novelties all 
the pqventagss of direct advertising, 
J. EB. hm, of W. Walker & Sons 
Associated) Ltd., told the Advertis- 
ing Club of Oxford. They are able 
to reach a wide public while pre- 
senting a product in a really striking 
manner. Provided the novelty was 
really attractive it would gain, and 
retain, the attention. 

A comprehensive selection of 
novelties manufactured by Mr. 
Bochm's printing house was 
displayed. 


NEW COTSWOLD CLUB HEAR 


How advertising protects 
manufacturers’ goodwill 


[N 2%, address to the inaugural meeting of the Publicity Club 
of the Cotswolds in Gloucester, John Rosswick, vice- 
president of the Publicity Club of London, said that advertising 
protected manufacturers’ goodwill against those who tried to 
substitute “shabby goods”. 


Advertising was primarily a power | Ireland 
for raising the general standard of | —-— 
life of the people, he said. 


“We are justified in arousing in- Facing the year with 
terest in advertising. It makes 


manufacturers maintain high stan great optimism 
dards, it helps everyone, Optimism in regard to home and 
damages no one but those we world trading conditions marked 
would try to debase standards. the speech oa fee Jrich Minister for 
Luxuries of yesterday, he pointed | gy A Commerce, Mr. 
out, were now the everyday (e_.. when he addressed 
features of the homes of the masses. the Publicity Club of Ireland at a 
This was also due to advertising, as luncheon in Dublin. 3 ; 
it helped considerably to wer “By and large,” he said, “‘it 
costs. seems that Ireland has not for a 
Alderman A. G. Lea, the Mayor '0ng time been able to face a new 
of Gloucester, complimented the Ye#! with more justification for 
Club on its aims and objects. It a ae exists now. _ 
had dedicated itself to the cause of ptimism, or faith in the 
better business and social service; °Ountry’s future if you prefer to 
to tell the advertising story simply, call it that, is a necessary ingredient 
without exaggeration, and. to pre im any comprehensive programme 
vent the tendency to mislead. for national prosperity, — it 
“The public has a ri ttoe- ' M4 no means only one. 
pect,” said Ald. ait t adver- ere was a far more livel 
tisements are free from misrepre- terest to-day in Irish agricu a. 
sentation and exaggeration.” and industrial development pos- 
R. H. Bound, of Dowty Equip —~_  # any previous time, 
ment, was elected the first president feoli f sideeee t up 6 means 
of the club, Other officers elected Of Ireland's business» mannecrs 
included: T. Cruwys (publicity technicians and workers. 
manager of Rotol Ltd.) chairman 
Warrick A. Cleaver (Williams “if 
James Ltd.), hon. secretary; C. D 
Gammon (Mills & wag Ltd.), 
hon. treasurer. Charles H. Priestley 
(Priestley Studios) was elected 
vice-president. 


“ Gloucester Journal” photograph. 


At Png inaugural meeting a the Ds ity Club of the Cotswolds. Left to 


al Cc. D. Gammon, Al Lea (Mayor of Gloucester), T. iy 
rick A. Cleaver and (varia onequed on the extreme right) J 
OssSWwici 


Berks and Bucks 


At the Publicity Club of Leeds 
annual dinner, chairman Roderick 
Gallant (left) chats with the presi- 
_—" Robert Bhs mer 9g 
past-president Stanley Gray 
Picture by pe Yorkshire Evening 
ews. 


Leeds 


Yorkshire’s use of 


advertisements 


Members of the Publicity Club of 
Leeds heard Lt.-Col. F. Eric Tetley, 
resident of the Leeds branch of the 
ncorporated Sales Managers’ As- 
sociation, praise those responsible 
for advertising in Yorkshire in a 
speech at the Club’s annual dinner 
ane dance. 
eepentins to the welcome ex- 
tended to the guests of the evening 
by chairman Roderick Gallant, 
ol. Tetley said that although ad- 
vertising of the wrong sort could 
do a great deal of harm, he knew 
from experience that it was used 
in Yorkshire in only the best 
possible way. 


In brief.... 


T. H. Murdoch addressed the 
Aberdeen Publicity Club on “Public 
king: Personal Publicity.” . 
“Producing a House Magazine” 
was discussed by the Berks & Bucks 
Publicity Club. ... An —_ 
interview with Robert, Burns by 
Rosslyn Mitchell was “overheard” 
at a luncheon meeting of the 
Glasgow Publicity Club. ... The 
Lord Mayor of bristol will present 
the F. E. Cooke trophy to the 
Bristol & — ay ry Club on 
Feb . . At the Publicity 
Club Lecds dinner and dance 
past- poedident Stanley Gray made a 
collection for N.A.BS S. in a cham- 
pagne bucket. ... The Irish Ad- 
vertising and Press Club will be 
addressed on February 2 by Sinclair 
wares on “Youth in Advertising.” 
Hull Publicity Club held a 
oS... debate on sponsored TV. 


Packaging ‘new look’ }{ 


for colour TV 


A warning to advertisers, that 
they would have to do something to 
the colour schemes of their packs 
when colour television was intro- Pusucrry Cuus or Lommon. 
duced as the electronic camera will Special general meeting to discuss 
not register certain shades, was acquisition of Fleet Street premises 

ven to Berks and Bucks Publicity Waldorf Hotel. 6.15 p.m, 

Gu by Arthur Cain, public rela- CLASSIFIED ADVERTISING CON 
tions executive of Voice and Vision 


Friday, January 29 

Atpwycu Cius. Ladies’ night. 
Grosvenor House. 

Pustrcrry Cius or GLascow 
luncheon meeting. H. K, Wakeficld 
on “Tobaceo.”” Grosvenor Hotel. 

february 1 


rexence. Grand Hotel, Birming- 


ham. Pre-Conference dinner, 
Ltd. q 2 
CLASSIFIED ADVERTISING CONFER- 
North Wales ence, Grand Hotel, Birmingham. 


DispLay PRopuCcERS AND SCREEN 
Pamvress AssociaTiON§ (Northern 


Boarding-house signs Branch). Peter. Mytton-Davies on 


; “*Sellin m printing,” Ol , 

Methods of seaside resort board- shod hen Fe i 
ing-house keepers of attracting Recenr ADVERTISING )8=©=6~(CLUB. 
visitors were discussed by Rhy! and Waker Hiller on “Photography.” 
District Branch atin the Publicity 6.30 p.m. 


Club of North W. 


ADVERTISING DIARY 


Barrisn ASSOCIATION OF INDUS- 
TetaL Eprross (London and Home 
Counties Branch). Lord Crook on 
“Rambling and reminiscing."’ 
Shaftesbury Hotel. 1 p.m. 
w » February 3 

ADVERTISING CLUB OF OXFORD. 
W. J, Collins on “Screen advertis- 
ing builds sales." City Restaurant, 
6.30 p.m. 


Thursday, February 4 

Pususcrry Cius oF ABER 
annual dinner and dance, Cale- 
donian Hotel. 7.30 p.m. 

Pusticrry CLus or Lezeps. C. L. 
Boileau on “Photo Composition.” 
Great Northern Hotel. 6.30 p.m. 

Friday, February § 

Pustictry Cius oF GLascow. 
Thos. G. Robinson on “Pride in 
our City.” 

Lrverpoo. & Duisreict Pusiiciry 
ASSOCIATION. Annual hot pot. 

i's Restaurant. 
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Resorts publicity 


‘ad space squeeze’ 


159 


PLEASURE resort publicity men are to ask the Newspaper 
Proprietors Association for a “fair deal” in advertisement 
space, it was decided at the annual meeting of the Association 
of Health and Pleasure Resorts held in London last week. 


Making this lea to the 
national press, ard Turner, 
publicity and public relations 


officer for Weston-super-Mare, 
said that no advertising medium 
could bring in such quick and 
economic results to resorts as the 
newspapers, but since 1946 re- 
sorts had been “cut down to the 
minimum space,” and now they 
wanted more. 

Weston-super-Mare had asked 
for four separate inches of ad- 
vertising space in one national 
newspaper for this month. “So 
far we have been given one inch 
only, and we may receive an- 
other on January 31,” he said. 
They had been excluded, too, 
from two Sunday papers last 
Sunday, when they had expected 
to see their advertisement in 
those papers for the first time 
this year. 

Nowadays the timing of ad- 
vertisements was everything, and 
the first three months of the year 
were vital to holiday resorts. 
After that, their advertisement 
had less “pull.” 

“When we see motor tours to 
the Continent getting a _haif- 
page or full page advertisement 
and holiday camps advertising in 
almost every ‘feature’ then we 
begin to wonder what is wrong 
with us,” he said. 


Editors eager 


for articles 


Within 48 hours of the des- 
patch of Your Story, Britain's 
first public relations magazine 
(reported in our last issue), over 
300 articles were requested by 
editors throughout the country. 

Outstanding among these re- 
quests were articles dealing with 
women’s wear, house purchase 
and travel features. 

The next issue of Your ser 
is now in preparation and will 
appear in March. The service 
is run by Perry Press Produc- 
tions Ltd. in conjunction with 
John Wynn & Partners Ltd. 


‘Eat more cake’ 
campaign plea 


An “Eat more cake” campaign 
for the baking industry was pro- 
posed by J. Valentine Backes, 
managing director of Ch. Goldrei 
Foucard & Son, Ltd., and a past- 
a of the Bakery Allied 

raders’ Association, at a dinner 
in London. 

“Everyone seems to be buying 
more of everything except bread 
and flour confectionery,” he said. 
“I know of no industry that does 
less in persuasive selling than the 
baking industry.” 


All these and 
accuracy too ! 


Manufacturers of doll’s eyes, 
theodolites, and bagpipes appear 
among the thousands of trades 
and crafts in B.A. Mailway, 
catalogue of British and Inter- 


national Addressing Ltd., 
London. 
Butchers, bakers (muffin or 


retail), and candlestick makers 
are there as a matter of course— 
not far from baths (public and 
Turkish) and bishops (Anglican 
or Roman Catholic). 

An average accuracy of 98 per 
cent is claimed for the B.LA. 
records. Even with names and 
addresses like Divanavinnustofa 
ae Laekjargoetu 9, Sig- 
lufjoerdur, Iceland! 

“Obviously,” states the intro- 
duction to B.I.A. Mailway, “it 
is child’s play to find the first 
100, 500, or 1,000 names in a 
pays trade or profession. 
t is the additional 20, 100 or 
200, whose names and addresses 
it might take our experts days 
and weeks to trace, which can 
make all the difference. It is 
just those firms or individuals 
who have not been circularised 
before who are most vulnerable 
to direct mail.” 

Though it is admitted that 
time lapse between printing and 
publication, together with fluctu- 
ations in trades, professions and 
households, makes an accuracy 
of 1@0 per cent impossible, 
B.LA. explain that when an 
average accuracy of 98 per cent 
cannot be guaranteed, t fact 
is stated in order to avoid 
disappointment. 
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men protest to NPA on 


E. M. Je 
America 


erson, a director of Glovers Advertising Lid., 
954—Evelyn Ay—to the Fashion Show. 
(left to right) are Gaston Gonord (‘‘Everglaze” Service Dept.), 
commentator Peter West, V. Pethick, managing director C. 


All 


‘oe * 


welcomes Miss 


Also in this photo 
BC. 


lover, and 


Shirley Glover (press liaison officer). 


She flies Atlantic 


Glovers Advertising Ltd. have 
entered a new field on behalf of 
“Everglaze,” one of their clients 
—the field of distribution. When 
Glovers were appointed agents 
for “Everglaze” they were asked 
to undertake the development of 
distribution, and to this end the 
“Everglaze” Service Department 
of the agency was created. 

It was the task of this de- 
partment to carry out the 
necessary educational and pro- 
motional activities which must 
precede a national advertising 
campaign aimed at the consumer. 

One of the greatest successes 
of the department so far was the 

romotion of the “Everglaze” 
ashion Show in the ballroom 
of the Dorchester Hotel. Twelve 
fabric converters and 28 makers- 
uP took part and in addition, 
ardy Amies and Michael 
Sherard were commissioned to 
design garments in “Everglaze.” 

Evelyn Ay (Miss America 
1954) was invited to fly over and 
take part, and she was heard in 


“In Town To-night” on the 
Saturday preceding the show, 
and seen by TV audiences in 


“What's My Line.” TV commen- 
tator Peter West acted as com- 
pére at the Dorchester show, and 


MINISTER WELCOMES BUYERS’ GUIDE 
AS AID TO EXPORT DRIVE 


The name of every local 
overnment officer in the British 
sles responsible for buying 
poss or services on behalf of 
is authority is included in The 
Concise Municipal Directory 
and Buyers’ Guide (Home and 
Overseas), published by Munici- 
pal Engineering Publications Ltd. 

The publication, now in its 
Tist year, also contains the 
names and addresses of all the 
chief local government officers 
throughout the British dominions, 
colonies and dependencies, chief 
officers of municipalities through- 
out the Continent, and the names 
of leading trade organisations be- 
hind the Iron Curtain. 

Over 40 pages are devoted to 
the names and addresses of all 
the major city managers, munici- 


pal engineers and other focal 
officials throughout the United 
States. Another 20 pages lists 
similar officials for all countries 
in Central and South America. 
Leading Chambers of Commerce 
throu the world are also 
listed. 

In a foreword, the Minister of 
State for the Board of Trade, 
Mr. D. Heathcote-Amory, M.P., 
writes: “Our need to expand still 
further the volume of our ex- 
ports makes ever increasin 
demands upon the ability an 
initiative of our exporters. 


Authoritative directories are a 
valuable aid to them in their 
efforts. The Directory is claimed 
to be unique; and | wish it every 
success in helpin 
in the export tra 


those engaged 


for fashion show 


the programmes were designed 
by Ken Wood, art director of 
Glovers Advertising Ltd. 

As this was the first trade show 
staged for “Everglaze” in Great 
Britain, Glovers had no reliable 

ide to the attendance expected. 
fn fact, so much interest was 
aroused that the attendance was 
over 1,000. 


What advertising 
offers business 


What advertising can offer to 
the business man been sum- 
marised by leading members of 
the advertising community in 
about 20 articles in “Ad«ertising, 
1954,” a Financial Times survey. 

Under the heading “The Func- 
tion of Advertising,” W. W. J. 
Studd (chairman, executive com- 


Classifieds 
conference 


At least 150 will attend the 
second Classified Advertisi 
Conference at the Grand H 
Birmingham, on Monday even- 
ing and Tuesday. 

The Conference will be fully 


reported in next week’s issue. 


mittee, Advertising Association) 
rey out that to-day, with the 
ome and overseas markets wide 
open to all on a quality, price 
and delivery basis, it is the qual- 
ified men and women of advertis- 
ing, with their sales and market 
research colleagues, who are 
largely responsible to their com- 
panies and their country for 
organising and operating the 
an whose sole aim is to sell 
actory output, “With the United 
States of America, Germany, 
Japan, Scandinavia, Switzerland, 
and indeed some of the countries 
in the Commonwealth, all highly 
skilled in the creative arts of 
advertising, and competing 
fiercely for trade, dare we in 
Britain endeavour to do without 
advertising?” he challenges. 
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Lever man joins 
Loneon agency 


, general advertising 
Lever Brothers Ltd., 
appointed campaign 
- *,. to Lambe & Robinson Ltd. 
e will take up his new duties on 
February |. Mr. Tyler has just 
completed 25 years of advertising 
and marketing. He joined the press 
department Lever | Adver- 
tising Service in 1929 and on the 
formation of Lintas Lid. became 
its first outdoor media manager. 
In 1939 he moved to one of Lever’s 
marketing companies and after six 
years’ army service, became a pro- 
duct manager. In 1950 he was ap- 
pointed general advertising manager 

of Lever Brothers Ltd. 
* * 


manater¢ 


Gordon H. Proctor has joined 

Alfred Pemberton Ltd. as_ media 
director. He follows Jack Bottell, 
who retired from Alfred Pemberton 
Ltd. in June last year, after 30 
ears with the company. Mr. 
roctor was for five years with 
Erwin Wasey & Co., Ltd., and later 
joined Samson, Clark & Co., Ltd., 
as media manager. 

+ * - 
London manager of Goldberg 
Aer Pty. Ltd., since 
1951 Courcier is returnin 
to Australia with his wife an 
family early next month to. in 
Noble-Bartlett Advertising. ill” 
Courcier started career with 
Crawford's, was later with the 
L.P.E. and first went to Australia 
in 1937. 


On the board 


W. A. S. Camp has been ap- 
pointed a director ot Dudley Turner 
& Vincent (Overseas) Ltd. Mr. 
wh resigned from the board of 

1. Emmett & Co., Ltd., earl 
in 1952 and was previously | with wi 
V. Pethick Ltd. te commeneed 
his advertising career over 30 
ago with the late E. H. God old. 

, is vice-chairman of the 

irect Mail Advertising 


oo + 
Dudley Vernon is to join the staff 
of Encyclopedia Britannica Ltd. as 
public relations officer, having re- 
signed his ition as circulation 
manager to Percival Marshall Ltd. 
* * * 
Jillian Hanks, formerly in the 
copywriting department of Gran- 
pe 2 of "Rea ing, has now been 
romoted to account executive 
odin principally fashion and 
beauty accounts. 
- 


* 
“A present for y a play by 
ly copywriter wit 


Advertisin 


Ltd., is being 
on Sun 


Smee's 
broadcast y afternoon. 


Bruce Martin has been inted 
advertisement manager Junior 
Age, one of the group of monthlies 

ublished by Blandford Press Ltd. 

or several years was on the 
advertisement staff of The Outfitter. 


* - 7 


_ Mrs. E. V. Crawford, well known 
in Fleet Street through eight years 
with Unilever, Lintas, but — 
recently with Riple Preston 
joined Arthur J. Heighway Publ 
cations Ln i. of Fishing 
News British Fisheries 
pal 
. * + 


Ronald Pennells has been 
pointed British Legion director “Of 
—— at their 1 Mall, London, 

dquarters. He has served on 
newspapers in Maidstone, Ealing, 
and at Canterbury, where he was 
branch manager of the Kent 
Messenger office. . 


New Dolan director 


Henry McNulty has joined Patrick 
Dolan & Associates, the public 
relations agency, as executive 
director and a member of the 
- with Pat Dolan and 


> iam Bernhardt. Mr. 
McNulty, formerly a United Press 
and Newsweek correspondent, joins 
P.D.A. from the American Foreign 
Service, his last post having been 
in Brussels. He has worked in 
Europe and Africa for the past 13 
years. He was a bureau manager 
and war correspondent for the 
United Press, and post-war 
European director of Newsweek. 


* o . 


The Newspaper Society ae 
tion to the annual congress of 
International Federation of News- 

oer Publishers, to be held at 
one BL June, will comprise 

reoff 


G. rey * 
i G. ‘Cork, Malcolm Graham, 
W. T. Curtis-Willson and H. R. 
Davies. Mr. Curtis-Willson is presi- 
dent of the International Federa- 
tion. Mr. Moore will present a 
report on television at the Congress. 


A. Tyler 


F. Derry, Berks and Bucks 
puticny Club's vice-chairman, has 
relinquished _ his as business 
manager of The Machinist to take 
up a special advertisement assign- 
ment with Tothill Press Ltd. 

7. * * 

4. B. Eeles, former assistant 
patchy manager of the David 

rown's organisation’s centralised 
mere A department at Meltham, 

orkshire, has moved to Dublin, 
where he has been +. —— 
manager of David Brown Tractors 
(Eire) Ltd. 
a a * 

A. Potts, divisional export mana- 
per Hoover Ltd., has just returned 
rom a two months air tour, during 
which he visited Hoover distributors 
in Tangier, Gibraltar, Gold Coast, 
Portuguese West Africa, the Belgian 
Conge, Spain and Portugal. fre 
journey brings to 140,000 miles the 
distance which Mr. Potts has flown 
on air tours for his company since 
the end of the war. 

a * * 

Cyril Davidson has been ap 
pointed deputy circulation manager 
of the Daily Herald, The Sporting 
Life and associated publications 
after more t years’ ry — 
with the News Chronicle, the last 
six of which were spent in circula- 
tion and publishing. 

+ a 


Colin Turner, managing director 
of Colin Turner (London) Ltd., left 
for a tour of British colonies in 
the British West Indies las 
Besides discussions with 
publications and ci 
ented by his 
investigating prosper 
various markets for British manu- 
facturers. 


Lintas Lid. gave a cocktail party at the Dorchester Hotel to welcome to 
Miss Ester 


London one of the directors o 
Miss Gr seen here with R. 
and R, Siddons, 


their Denmark branch, 
Huffam (left), a director of Unilever Lid. 
rman of Lintas Litd., was recently elected world 


_ preddont of the International Alliance ot Women. 


TO i = —— 


January 28, 1954 


G. H. Proctor 


Canada to study U.S. 

television and the Government- 

controlled sponsored radio system 

in Canada. This picture shows 

arrival at New York's International 

Airport, where he was welcomed by 
his mother, actress Edna Best. 

. — * 

Peter C. J. Rossi has joined 
Intam Ltd. as an account execu- 
tive, and is looking after a number 
of international accounts. Pre- 
viously he was with Armstrong- 
Warden and Frame’s Tours. 

* * * 

Douglas Clarke, Kenneth Cole 
and John Cole are combining to 
form a new company to operate as 
fashion, commercial and industrial 
photographers from_ the existing 
remises of Studio Five, Sd Shep- 
Rerd’ s hemes, Shepherd Street, 
Mayfair, W 


QBITUARY 
R. J. Donaghy 


The death has taken place in 
Naas, Co. Kildare, of Robert J. 
Donaghy, who had been managing 
director of the Leinster Leader for 
20 years. He was ang “ 

Associated Irish News 
44, a director of Press Supplies Ld. Ped. 
and vice-president 

Printers’ ae... 


J. J. Brancher 


J. J. Brancher, deputy circulation 
mannan of the Daily Mail, died on 
ednesday evening last week 
ba after leaving his office. He 
was 60 and had been’ with 
Associated Newspapers Ltd. for 21 
years. 


Tell 
All Kent by a 


KENT MESSENGER 


GROUP ADVERTISEMENT 


HEAD OFFICE ; MAIDSTONE LONDON ; 80 FLEET STREET, ARTHUR CLAY, Central 7500 
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UP, UP, UP go the sales of Reveille-for-the-Weekend. 
A.B.C. figures just published show that its average 
sales for the period July to December, 1953, were 
3,713,803 —an increase of 450,210 over the same 
period for 1952. Moreover, Reveille-for-the-Weekend 
is not only read by the person who buys it, it is read 
by the whole family throughout the weekend. No 
wonder there is such a demand for space. Advertisers 
know that every time they advertise in Reveille 
they reach more and more prospective customers. 
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This, the first Miles Griffin “Rotair” 

to be used in a Lyons sales cam- 

— creates the effect of rolling 

the Lyons Mint Choc 
character. 


Where Britain leads 


in salesmanship 


British salesmanship threatens 
o “wrest control of the airways 
of the world from the United 
States.” 

So says Frank Sinclair, foreign 
sales director of Consolidated 
Vultee, makers of the Convair 
340 airliner, who is reputed to 
be one of the ace aircraft sales- 
men in the world. 

“The sales campai for the 
Vickers Viscount,” fe told a 
Californian newspaper, “is being 
cond not only by Vickers 
but by Rolls-Royce and the en- 
tire British foreign service. 
We're not competing against 
Vickers—we're up against the 
whole British Empire.” 


Spring cleaning 
window display 


£1,000 in prizes are to be 
offered by Vantona Textiles Ltd., 
Manchester, for a window display 
competition on spring cleaning, 
linked with “Gibraltar” bed- 


covers. 

The displays must be held from 
February 15 to 27 and will be 
judged by D. Tomlinson, director 
of the Cotton Board's Colour, 
Design and Style Centre. Awards 
will based on the ingenuity of 
the basic idea, sales - getting 
qualities and general finish, 


Melodious publicity 


The launching of an album of 
ron ophone records in the 

nite States entitled “My 
Heart's in the Highlands” is to 
be tied up with a_ large-scale 
“Come To Scotland” campaign 
over there, 

The records, released by the 
Columbia Gramophone’ Co., 
feature singer Jo Stafford. 

The Biitish Travel and Holi- 
days Association, at the request 
of the Scottish Tourist Board, 
have sent “Come to Scotland” 
publicity material to 2,000 
American radio personalities. 
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Sports quiz boosts beer sales 


PROBLEMS IN ADS, ANSWERS IN BAR 


“Are there too many teams in the Cup?” “Who was the 
greatest centre-forward?” “Should a boxer win on a low 
punch?”—are just a few topics that are favourite talking 
points with men in public houses the length and breadth of 


the country. 

But in 1,600 houses in Liver- 
pool and South East Lancashire 
sporting controversies of this 
nature are growing even more 
frequent and fiercely fought— 
thanks to advertising. 

Peter Walker (Warrington) Ltd. 
wanted a new gimmick to adver- 
tise their beer. They wanted 
something on the lines of a quiz. 
Their agents, Alfred Bates & 
Sons, Ltd., called in a sports- 
writer to think up something 
new. They adjourned to the 
Press Club opposite the agency’s 
Fleet Street offices. In the bar 
were several other sportswriters 
and soon the discussion was 
centred’ round several topical 
sporting controversies. 


Spotlight on controversy 
And from this grew a cam- 
paign which has just been 
nched. Every week 11-inch 
triple column advertisements are 
being placed in 17 weekly and 
evening newspapers in Liverpool 
and South East Lancashire—the 
area covered : Walker houses. 
Each week they spotlight a 
sporting controversy and outline 
the points for and against. This 
is accompanied by an invitation 
to the reader to visit his local 
Walker house the following week 
and get the opinion of a “well 
known Fleet Street sportswriter.” 
Leaflets a A pmee 
sporting journalists are being dis- 
tributed to the Walker houses 
each week tying up with the 
previous week's local press ad- 


Vertisement. To take things a 
step further local sporting 
fixtures are printed on the reverse 
side. The topics will cover 
soccer, rugby, horse - racing, 
boxing and snooker. 

The agents told ADVERTISER'S 
Weexiy: “The only outlet for 
Walker's ales is through the 
brewer's 1,600 public houses. 
The task is really to sell Walker's 
houses. The initial results of this 
campaign are encouraging.” 


| TALKING POINT | 


Fins Should a boxer win : 
“i: on & tar , 
2 “ 


One of the advertisements de- 
signed to get men to visit Walker 
public houses to talk sport. 


WATCHFUL EYE ON INDIAN AD COSTS 


The 18-months-old Indian 
Society of Advertisers, whose 3 
members pay a large share of 

ndia’s total 

DP advertising 

™® bill, can help 

| to keep the 

» cost of ad- 

vertising in 

reasonable 

relation to 

those of pro- 

duction and 

© selling, A. D. 

Shroff, its 

recently 

elected 

oe i nae 

as claimed. 

A. D. Shroff “wa Yr 
chairman's address, Mr. Shroff, 
who is a director of Tata Sons, 
Ltd., and many other enterprises, 
said that the members were 
mostly advertisers who planned 
their advertising on a national 
scale and looked upon it as an 
integral part of their production 
and selling activities. In their 


eyes, advertising 
much a, thought, and 
financial consideration as the 
production and selling of goods. 

Two important items on the 
Society's programme for the 
coming year, he said, would be 
the study of prevailing rate 
structures and of the growth of 
the Indian press, particularly the 
Indian-language press. Appeal- 
ing to Indian newspaper owners 
to try to raise circulations to 
keep pace with the increase in 
literacy, he said that although 
literacy in India was confined to 
about 15 per cent of the popula- 
tion, this yielded a figure of 
50,000,000 potential readers, with 
another two and a half millions 
becoming literate every year. 
But the total circulation of 
English and Indian language 
newspapers was only three to 
three-and-a-half millions. 

Mr. Shroff also urged news- 
papers to inform advertisers of 
the character and consumer 
potential of their readership. 


required as 


| The customer is 
king once more 


In a summary of recent trends 
in the United Kingdom economy 
(to mid-1953) the A. C. Nielsen 
Co., Lid., of Oxford, state: 

“With the relaxation and 
abolition of physical restrictions 
on business in the form of ration- 
ing and allocation, and less 
direct control from Government 
levels, there will be an increas- 
ing influence of consumer choice. 

“Further incentives to in- 
creased business activity, in the 
way of tax reliefs, of falling raw 
material prices passed on to con- 
sumers, will further assist Britain 
on the road to full recovery and 
renewed prosperity; but competi- 
tion is increasingly more domi- 
nant, and high rewards will go 
to the most efficient organisa- 
tions, in production and 
marketing. 

“The consumer is becoming 
sovereign again. The manufac- 
turer, and his selling and adver- 
tising side will have to be more 
alive and sensitive to the smallest 
shifts and tendencies in the 
market than at any time since 
the 1930s.” 


AD REVENUE UP 


The growing advertisement 
revenue of the British Farmer. 
official monthly organ of the 
National Farmers’ Union, was 
mentioned in the report of the 
publicity committee to the 
Union's annual general meeting. 

Advertisement revenue for 
1953 showed an increase of 40 
per cent on 1952. This was due, 
said the report, to the change in 
— made at the beginning of 
ast year. Efforts were made to 
make the journal more interest- 
ing and significant to farmers, 
emphasis being laid on the need 
for research. Altogether these 
efforts to offer a more attractive 
medium to advertisers had led 
to the increase. 

H. S. Janes & Partners Ltd. 
have been acting as advertise- 
ment agents for the British 
Farmer since November, 1952. 


To encourage more 


house journals 


To encourage top executives to 
publish house journals, if they 
do not already do so, the British 
Association of Industrial Editors 
is shortly to publish a booklet, 
Starting a House Journal. 

With a preface by the Associa- 
tion's chairman, Bernard W. 
Smith (editor, The Shell Maga- 
zine), the booklet will outline the 
various uses in industry to which 
house journals can be put. A 
copy will be sent to each mem- 
ber, who it is hoped will ask for 
further copies to be distributed 
to other firms 
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: 
Sell the man at the top! 


He shapes the course 
of business 
throughout the world 


Reach him in over 


100 countries through the 
International Editions of TIME 


TIME MaGazine reaches the people who can 
do more than any others to increase your company’s business abroad. 
Every week, four editions of TIME are published in English and read 
by more than 1,800,000 people in over 100 countries outside the U.S.A. 
GEO Not only are 92 out of every 100 TIME subscribers in business, 
¢ government and the professions, but the world’s top business men 
prefer TIME to any other publication. TIME readers everywhere are 
the people who make trends, influence opinion and help to determine 
the trading policies of companies and governments. In other words, 
they have the means or the authority to buy what you sell! 

You can buy advertising space in all four editions 
—TimeE Atlantic, TIME Canadian, TIME Pacific and Time Latin American 
—or in the editions that cover the areas in which you are most 
interested. Full details from: The Advertisement Manager, Time 
International, Time & Life Building, New Bond Street, London, W1. 


TIME 


bp 


™ 


/ 


ATLANTIC PACIFIC CANADIAN LATIN AMERICAN 
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Privilege 
of 


talking to 
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THE SPHERE’S SUBSCRIPTION LIST is like an international 


Who’s Who; it reveals the names of men and women of tremendous 


influence, representing a potential purchasing power that would be most 
impressive if it could be expressed in terms of money. To many advertisers 
there is added significance in a medium that can hold firm with people who 
influence big contract buying as well as the everyday items of graceful living : 
in the home, in the affairs of companies and corporate bodies, The SPHERE 
reader’s approval means worth-while business. This has been proved time and 
again by shrewd advertisers who use ILLUSTRATED NEWSPAPERS for 
cumulative results from the top income group, and to sustain quality endorse- 
ment; so often of vital importance when campaigning in the mass market. 
Communications should be addressed to The Advertisement Director, Hlus- 
trated Newspapers Limited, Ingram House, 195-198 Strand, London, W.C.2. 


ILLUSTRATED 


Fen ol any market : 


The ILLUSTRATED LONDON NEWS «: The TATLER 
The SPHERE + The SKETCH + SPORT & COUNTRY 
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Postscript from an MP 


Direct mail should beam 
messages—quality style 


“I believe that if people can’t afford 24d. to write to me, 
I can’t afford time to read their letters,” Ian Harvey, M.P. 
(director, W. S. Crawford, Ltd.) told the British Direct Mail 
Advertising Association in talk entitled “At the receiving end 


COMMERCIAL TV 
DEBATE ON BBC 


Commercial television will be 
debated for the first time in a 
B.B.C. broadcast, on February 2, 
of the oe Society of Man- 
chester (which is heard weekly 
in the North Region). The pro- 
gramme usually takes the form 
of a speech by a guest, followed 
by discussion among members of 
the society, but for the debate 
on commercial television the 
B.B.C. hag invited Lady Violet 
Bonham Carter, who opposes it, 
and Malcolm Muggeridge, editor 
of Punch, who is in favour. 


“ QNEFORTHEROAD? 


yay BE 


“QMEFORTHEGRAVE 


TOO HORRIFIC? 
This poster has been barred by 
Chesterfield Road Safety Com- 
mittee as “too horrific.” Said 
George Whitelam, secretary: “It 
might give sensitive children 
nightmares.” Dublin commercial 
artist Patricia Lynes designed the 
poster which won a competition 
organised by the Safety First 
Association of lreland and the 

“Sunday Express.” 


Policy point 

More thought and attention 
should be given by insurance 
firms to publicity in the press, 
said A. P. Cooper, publicity 
organiser of Norwich Union 
Insurance Societies at a meeting 
of Sheffield Insurance Institute. 

Mr. Cooper said that only 
seven insurance companies spent 
£10,000 in a year, and the 


average allocation for 70 British 
insurance companies was under 
£2,000 per annum. 


of direct mail.” 


He confessed that when going 
through his mail at the House 
Commons, he did not read cir- 
culars, communications from the 
Communist Party, or letters that 
had not been stuck down. 

Direct mail should be direct-— 
and directed, he said. It should 
be personal, appropriate, and 
convincing. Its job was to beam 
a particular message to particular 
people for a particular purpose. 

Confessing that he loathed 
stunts, he said that people who 
fell back on stunts declared the 
bankruptcy of their goods before 
they started. 

he tone of the direct mail 

letter must be related to the 
subject. Direct mail must appeal 
to the right audience in the 
right way. 


“I don't take kindly to insul- 
ting communications, and I won't 
be hectored or lectured,” he said. 
“And I am not going to be 
blackmailed by letters such as: 
‘If you don’t do this we shall 
write to our members and they 
will vote against you at the next 
election’.” 

Urgitg “easy assimilation,” he 
advised: “If you have a big task 
to do, write a short good letter, 
followed by a longer document.” 

Direct mailers should not 
accept more wastage than was 
necessary; there was bound to be 
a little, but not so much as in 
ordinary advertising. 

Mr. Harvey's final words were: 
“Cut down a bit on your quan- 
tity, and step up a bit on your 
quality.” 


Jan Harvey, M.P. (director, W. S. Crawford Ltd.), talks about the 


“receiving end” of direct mail to the British D 


Association. L. 
(immediate 


tor: G.S 
past chairman), r. 
(ci 


irect Mail Advertising 


ncer Summers, M.P., A. Edward Jones 
Harvey, 
man). 


Major C. V. Watte: 


How sales promotion helps America 
to cope with milk surplus 


How America is dealing with 


a liquid milk surplus—“which 
problem may soon. confront 
Britain,” says the Farmers 
Weekly-—-was described by Tom 


Peacock, chairman of the Milk 
Marketing Board, speaking in 
London. 

The Americans, he said, had 
developed a big range of attrac- 
tively-packed milk products 
which, aided by high-pressure 
advertising and super-salesman- 
ship, found an _ ever-growing 
market. 

North Americans to-day were 
becoming extremely “diet con- 
scious,” said Mr. Peacock, and 
the present tendency was to con- 
sume less fat. 

There was also a tendency for 
lower fat-content cream to sell 
better than the richer product. 

This trend away from fat had 
led to elaborate sales promotion 
for skim milk powder, in the 
manufacture of which there had 
been great technical improve- 
ments. It was sold in attractive 
packs at about half the price of 
the full cream equivalent and 
consumption of skim powder 
was said to have doubled since 
before the war. 


a ane 


LUNNS 


amen - ao 
- ae —— 


AVEL 


Downtons Lid. have just completed this window display in colour for 


their clients, Sir Henry Lunn Ltd. 
over the country. 


It will be 
The centre panel is a reproduction of Lunn’s summer 
tours programme cover from a scene specially 
of Downtons’ artists, Ronald 


used by their agents all 


nted at Calais by one 
irby. 


Sales promotion in North 
America was not merely an 
attempt to expand markets 
through the usual media. It had 
a much wider basis; the milk 
distributor, for example, sought 
to tempt the housewife and to 
cater for every shade of discrim- 
ination and choice by offering a 
great variety of products. 


Children’s art 
exhibition 


The Sunday Pictorial is now 
launching its seventh National 
Exhibition of Children’s Art. 
With the exception of the first 
ear there have always been at 
east 30,000 entries. 

The exhibition will once again 
consist of approximately 
pictures. An innovation will be 
the inclusion of carvings and 
mosaics all by children between 
the ages of 5 and 17. 

In addition to many other 
awards a £250 art training grant 
will be given to the boy or girl 
considered to show the most 
promise, and 12 children will be 
given a painting holiday in the 
Constable country during August. 
There will also many 
vouchers. 

The Exhibition Advisory Com- 
mittee includes Sir Herbert Read; 
Sir John Rothenstein, director, 
Tate Gallery; and Philip James, 
director of art, Arts Council of 
Great Britain. 

The exhibition will be shown 
at the Royal Institute Galleries, 
London, during September and 
subsequently go on a tour of five 
of Britain’s large towns and 
cities. Closing date for entries 
is February 25. 


Display Producers’ 
new members 


Newly elected to the Display 
Producers and Screen Printers’ 
Association are: 

Full members: “K” Display 
Co., Manchester; Wilfred Looker 
& Co., Manchester; and Geoff. 
Dumble Supply Co., Teddington. 

Associate member: Henry & 
Leigh Slater Ltd., Macclesfield. 
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AVERAGE daily net sales of the Daily Mail throughout 1953, as 


ADVERTISER’S WEEKLY 


LY AVERAGE 


certified month-by-month by the Audit Bureau of Cireulation:, 


are as follows -— 


JAN. 2,107,017 
FEB: 2;123,960 
PAAR. 2:179,918 
APR. 2,159,620 
MAY 2,162,799 
JUNE 2,308,370 


JULY 2;204,003 
AUG. 2,198,703 
SEPT. 2,176,403 
OcT. 2,163,688 
NOV. 2,148,181 
DEC. 2,122,855 


DAILY AVERAGE FOR TWELVE MONTHS 2.171741 


THE WORLD'S LARGEST 


. jas ee 


QUALITY SALE 
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Merchandise marks 


No reputable advertisi man 
neéd fear the Merchandise 
Marks Aet which comes into 
operation on Monday. 

The new yee does no 
more than introduce ities 
for serious deviation the 
code of ethics which our busi- 

since imposed 


Of course, there are pitfalls for 
all to avoid. As soon as a 
manufacturer, wholesaler or 
retailer begins to describe his 
goods he comes under the Act. 

The Advertising Association is 
to publish a booklet explain- 


ing the new laws in simple 
terms (see 155). This is 
a very v service to ad- 
vertisers. 


American market 


“THe is a huge and un- 
tapped market in America 
for British manufacturers. The 
way is through two doors. To 
get through the first door the 
approach to this market must 
be based on sound terms. To 
walk with confidence thr 

the second door you need 
certainty that you plan to stay 
in the market for a long time. 
But it would be a waste of 
time to pass through either of 
these doors unless you went as 
a Roman. 

I mean, that the British manu- 
facturer seeking to market his 
goods in America must, if he 
wants success in his pocket, “do 
in Rome as the Romans do.” 


Whether your American 
motives are immediate dollars, or 
normal expansion, there are 


right ways and wrong ways of 
approaching the marketing prob- 
lem. Some recent fiascos give 
weight to these words. Some 
recent successes add to them 
more. 

In every case the successes 
won by British manufacturers 
were due to the fact that they 
took the trouble to learn the 
selling language of the country 
and realised that there is no one 
national medium of marketing 
throughout America—that from 
the copy point of view America 
is literally split up into a series 
of States (or zones) a 
vast groups of potential con- 
sumers with the most diverse of 
interests and vulnerabilities. 

America is perhaps one of the 
most sophisticated markets in the 
world. Many of the fiascos re- 
sulted from haste and lack of 
preparation, and the almost naive 
manner in which some manu- 
facturers attempted to enter the 

m and envied fields where 
lars grow. They did not even 
try.to be Romans. 
ut the very last thing the 
British manufacturer should do 
is to try to “Americanise” him- 
self and his products, at the 
expense. of those intrinsic quali- 
ties which should be, the world 


over, synonymous with the 
words “Made in Britain.” 
British manufacturers are 
sincerely admired for their 
honesty, craftsmanship, and 


believability. But they must stop 
working on the basis that 
because a product is British it 
will automatically sell. It will 


not. It must be sold. There is 
no time now for lolling on the 
lion's tail. There is no time an 
more for the traditional British 


British manufacturers need a 
age trumpet, and they must 
ow 


it hard. 
Americans are expert at mak- 
ing dollars. work hard to 


The 
make them, row | rightly spend 


‘GUEST COLUMN 
by 


VICTOR A. BENNETT, 


president, Victor A. Bennett 
Co. Inc., New York. 


to be influenced to do almost 
anything, and to spend almost 
anything, through advertising. I 
give you my word that this is 
not true. 

Effective advertising in 
America does not make con- 
sumption patterns, it discovers 
them—and, of course, capitalises 
them. I regard this part as my 
own most worth-while com- 


mercial discovery as a result of 


To-morrows TOPICS 


January 28, 1954 


WH abe Pilot research is the key to 


poing to the United States to 
ive and work from a Scottish- 
English background. 

Key to the problems and doors 
I have talked about is pilot re- 
search. No attempt to market 
any product without the benefit 
of this survey which is not ex- 
pensive—costing from £500- 
£1,000—should be made. Little 
enough outlay to ensure the suc- 
cess or failure of an outlay of 
£50,000-£100,000, and one cer- 
= way of doing as the Romans 


For the visiting businessman, 
New York can be both a delight 
and a delusion. I know many 
who have made flying visits to 
New York and reckoned that 
they have felt the se of 
America in that city. y have 
not. New York is not America 
—it is cosmopolitan. No one 
has seen America, or can say 
they know it, until they have 
visited every one of the 48 
States. There are an awful lot of 
Romans in America—and they 
are all different. 

The market is there. Believe 
me, there are products that Britain 
can make far better than we 
make in America. We are not 
quite so “darned cocksure” as 
some people in England believe. 


Maybe we worship the 
almighty dollar—equally we re- 
ucts that 


spect ay 4 first-class pr 
we can buy with it. But Ameri- 
cans will only buy if they are 
“soid” in their own language. 


® Television receivers which 
can be tuned to alternative 
programmes are on the way 
to retailers. No publicity 
boost for them is expected 
until the date for the intro- 
duction of commercial TV 
is announced. 

® New type of point of sale 
display is likely to arrive in 
Britain from America soon. 
Emphasis will be on more 
displays to the foot of wall 
and counter space. Tech- 
niques will include 3-D. 

®A leading advertiser is to 
spend a big proportion of his 
annual appropriation during 
the pre-Budget months— 
February and March. His 
aim is to stir up trade while 


his competitors are “taking 
a breather” in what is re- 
garded as a dead period. 

®A brewer's representative is 
going to America to study 
marketing méthods before 
new campaigns are launched 
to sell British beer there. 

© Ironmongers are pleased with 
the growth of “Do it your- 
self” advertising. More firms 
will be advertising new gad- 
gets to aid the handyman at 
home. 

® The Council of the Adver- 
tising Association, meeting 
this afternoon (Thursday), 
will approve plans for a 
bigger social programme at 
the annual conference. 


ROUND TABLE 


Wf A CAPITAL MEDIUM 


FOR YOUR ADVERTISING 


INVESTORS’ 
CHRONICLE 


GEORGE BULLOCK 
ADVERTISEMENT MANAGER 
ll, GROCERS’ HALL COURT, E.C.2 


MON. 8833 


S—C—“‘;isSCSCis 168 SY 
ee The Classified Advertising 
; Conference wifl be held in 
aS Birmingham next week in an 
atmosphere of intense interest 
- ieems, 
" general apprecia- modesty 
f ee tact that “smalls” In the American market 
business, and adver- 
men from Dorking to 
e ill travel to the Mid- 
§ i ee em in their own way for per- 
it was resolved to urge the sonal goods. Do not be misled 
3 Advertising Association to in- by the fact that Americans seem 
clude a special session on the 
were ne 
that the suggestion would 
be accepted. 
Include periodicals ee 
Pe er 
Association's Boummements 
Conference indicates that there 
this nature. This is dis 
3 appointing. 
The fact remains that interest in 
classifieds is intensifying. And 
ei if the Advertising Association 
: does not extend the scope of 
- ne oa 
: mportant y 
if Adewtiins talbenens should 
ei foe expand Itself. 
aa At present the Birmingham event 
; to couiand to aowpener eo es 
; vertisement men. T is no 
. reason why classified adveriis- 
| ba tonne oi a 
o nc ts 
iy And no reason ~ any 
national newspaper should 
stand aloof. 
, Pl 
: iF oe upon itself 
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AVERAGE daily net sales of The fvening News throughou'! 
1953, as certified monih-by-monih by the Audit Pureay of 
Circulations, are as follows — 


JAN. 1,459,370 
FEB. 1,504,154 
MAR. 1,539,294 
APR. 1,505,315 
MAY 1,450,428 
JUNE 7,563,032 


JULY 1,448,537 
AUG. 1,423,037 
SEPT. 1,450,742 
OcT. 1,483,905 
NOV. 1,484,141 
DEC. 1,429,625 


DAILY AVERAGE FOR TWELVE MONTHS [478,21 


THE WORLD'S LARGEST 
EVENING SALE 
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Advertising Case History-43 


How a campaign was launched 
for matched plug sets 


their hold upon a very competitive market 

AC-Deico Division of General Motors decided to offer con- 

to buyers of matched sets of car plugs. This involved 

of a new container. Increased sales have proved 

of the container and the supporting advertising 
campaign. 


IKE most competitive plugs, 
the “A.C.” brand, manu- 
factured by the AC-Delco 
Division of General Motors 
Ltd., had been marketed in 
the same style of simple carton 
for many years. This fact 
prompted the publicity depart- 
ment of the Delco-Remy-Hyatt 
Division (which Handles the 
service sales) t6 carry out re- 
search among their salesmen, 
motor traders and motorists to 
find their reaction to a new 
form of packaging. 
An immediate interest in the 


duce a set for ev vehicle, 
make and model would obviously 
be an impossibly uneconomic 
task. Moreover, such a develop- 
ment would not be viewed with 

reat favour by a trader who 
had little or no demand for a 

rticular make. It was, there- 
ore, decided to concentrate on 
the sets for the most popular 
vehicles and models. 

A range of “Plugpaks” was 
thus brought into being, provid- 
ing individual containers for 
more than 30 different makes of 
cars, as well as commercial 
vehicles and motor cycles. Each 
pack contains the appropriate set 


proposai was evinced on all of A.C. “plugs” together with a 
sides, The requirement was leaflet containing advice to the 
clearly for a merchandising user on obtaining the maximum 


package device to provide in- 
dividual matched sets of plugs. 
When the experts gave the 
matter precise consideration it 
was quickly realised that to pro- 


benefit from fitting the new set. 

The attractive feature of this 
new introduction is its simplicity. 
At the same time it has obvious 
advantages both to the trader 


* Extracts from aiticle NEW INDUSTRIAL AREAS HAVE 
CHANGED THE MASS MARKET FACE OF WALES 4 
GRAEME CRANCH, head of research, Mather 
Crowther Ltd., past president, The Market Research 
Society, “Advertiser's Weekly,” july 16, 1953. 


te “VERY MANY PEOPLE ARE FULLY EMPLOYED IN WALES 
TO-DAY AT HIGH, ABOVE-AVERAGE WAGES, FOR THE 
BASIC INDUSTRIES OF SOUTH WALES ARE AMONG THE 
HIGHEST PAID IN THE COUNTRY.” 


x“... THEIR HIGH WAGES 
PURCHASING POWER, ... ” 


te “THE MARKET IS THERE; THE ABILITY TO BUY IS 
THERE,...” , 


x “WHAT IS REQUIRED NOW IS THE NECESSARY 
PROMOTION TO ENCOURAGE THE DEMAND FOR GOODS.” 


—~ Mestern Mail - 


AND SOUTH WALES NEWS 
COVERS ALL WALES AND MONMOUTHSHIRE 


HEAD OFFICE, CARDIFF. TEL. 33022 
ADVERTISEMENT MANAGER, R. H. HARRISON 


LONDON OFFICE, 176 FLEET STREET, E.C.4 
MANAGER: GEORGE J, STUDD. TEL. CENTRAL 469! 
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A reproduction of 
a trade journal 
advertisement. A 
direct mail leaflet 
took news of the 
“Plugpaks” 
to wholesalers who 
in turn made their 
own  announce- 
ments. All the 
research and de- 
signing resulted in 
great interest being 


a ugs 


roused wherever | £ : %.. 
the new sets ap & ngine : a 
peared, especially 7m 
onexhibition @& 

stands. Increased r - 


sales have been up 
to the best ex- 
pectations, 


and the motorist. It offers to the 
motorist a set of plugs (cither 
four or six as appropriate) which 
are right for his vehicle, in a 
handy package. 

For traders, “Plugpaks” repre- 
sent the complete simplification 
of the merchandising of spark 
plugs. Ordering is simplified; 
with one purchase a trader can 
now acquire a range that will 
satisfy the normal day-to-day 
servicing of popular cars and the 
sale of plugs to his customers. 
Selling is simplified—obviatin 
time-wasting searches through 
application charts. A packaged 
set of plugs matched and clearly 
marked with the name of the car 
is placed at the finger tips of 
the salesman. 

It is not intended that “Plug- 
paks” should replace the normal 
stocking of “A.C.” plugs, but be 
used as an additional weapon in 
the general sales effort. 

To provide these individual 


. —- ers 
BOW ee ae a 


The new container shown with the contents—a set of four plugs just 
right for the particular car and an explanatory leaflet 


SPAR * ; * Sper luincies 
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PLUGPAK 
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“ paks” in a quick selling form 
a display assortment was made 
available, containing a compre- 
hensive selection of the com- 
pany’s plugs in sets of four or 
six with the recommended appli- 
cation clearly marked 

In addition to the label identi- 
fication, an abridged application 
chart is shown on the back of 
the display carton, oviding 
traders with useful information 
on the wide range of vehicles 
which are covered by the fast 
moving plugs. 

To announce this development 
in merchandising technique 
selected spaces were booked in 
motoring and motor trade journals 
through the advertising agents, 
Foote, Cone & Belding om 
language as forceful as possible 


the gs | public was given 
the news and traders everywhere 
were firmly advised of the 
need to © stocks to meet a 
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WEEKLY AWERAGE 


AVERAGE weekly net sales of the Sunday Dispatch throughou! 
1953, as certified month-by-month by the Audit, Bureau of 
Circulations, are as follows ~ 


JAN. 2,689,068 
FEB. 2,720,166 
MAR. 2,745 285 
APR. 2,756,472 
MAY 2,771,351 
JUNE 2,772,865 


34,4 


JULY 2,734,599 
AUG. 2,746,953 
SEPT. 2,734,358 
OCT. 2,736,735 
NOV. 2,728,891 
DEC. 2,711,188 


THE ONLY NEWSPAPER IN THE COUNTRY-— 
MORNING, EVENING OR SUNDAY—TO SHOW 
AN INCREASE EVERY YEAR FOR THE PAST 16 YEARS 
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Review of Advertising 


Gift horse 


sense 


HERE HAVE been s80 

many cries from so many 
quarters for a campaign to 
advertise advertising that 
everybody will be grateful, in- 
deed, to the publishers of the 
Daily Express for breaking the 
ice in such an open-handed 
way with this advertisement 
about Mrs, Jones. 


Even if it has done no more 
than demonstrate the difficulties 
of the task it will have been a 
fine contribution. 


It has never been clear to 
me whether the people who 
want to advertise vertising 
are anxious to increase the 
volume of advertising, to en- 
hance the social prestige of its 
practitioners, or to build in 

time a Maginot Line of 
nformed opinion against the 


one of Chancellors of 


the Exchequer and socialist 
reformers, and I strongly sus- 
pect that the writer of this 
advertisement was equally in 
the dark. 


Did he decide, and agree with 
his employer in edvance, just 
what he wanted his readers to 
think, to feel, or to do when they 
reached the foot of his advertise- 
ment? I find that hard to 


How SHELL with I-G-A gives you smoother 


PROVED BFFRCTS OF (HLS 
NBW ADDITIVE ON YOUR ENGINE 


(HD wa Co 


By COPYTASTER 


believe, and I find it impossible 
to agree that any advertisement 
is really valuable if the reader 
has not a clear picture in his 
mind of what the advertiser is 
driving at and what he hopes the 
reader will do next. Even if it 
merely urged people to read 
more advertisemenis and read 
them more thoroughly in future 
this would be a better job. 

It is churlish to look Lord 
Beaverbrook's gifi horse so cri- 
tically in the mouth, I know, but 
this subject is of such importance 
to us all that we cannot afford 
to be diffident or afraid to seem 
less grateful than we might be. 


THERE SEEMED to be an aston- 
ishing apathy among my motor- 
ing friends about t new 
“additives” or ingredients in the 
branded petrol. 

About a fortnight after the 
first announcement I asked three 
people whether they noticed any 
difference, and all three of them 
said they did not know whether 
their garages had yet supplied 
them with the new petrol, and 
they did not particularly care. 


fe 6 ype the cause of the 
trouble could be traced back to 
the day when branded petrols 


Ser ONRRTTR me ee 


rnin 


S Only SHELL with 1-0 gives you full power sa 


In this advertisement the makers of Shell, in Copytaster's opinion, 

have certainly made a brave try at getting motorists to read a 

fairly long and involved argument about the why and the wherefore 
of the new additive. 


a 


The better life 


Woe Some tote ones the af Og Dery at Ft 


—— Se ee ee Sen 


better goods 


for rmmore people 


While admitting that it is churlish to look this gift horse in the 

mouth, Copytaster does so because the subject of advertising 

advertising is of such importance that “we cannot afford to be 
diffident or afraid to seem less grateful than we might be.” 


returned to the market last year. 
The advance publicity—particu- 
larly in the motoring columns of 
the newspapers—led them ‘to ex- 
pect a minor miracle as soon as 
they escaped from pool petrol. 
They filled up but could scarcely 
feel the difference, and they now 
believe that these little refine- 
ments in petrol may be excellent 
for sports cars, but “my bus 
seems to run just the same on 
any old stuff.” 


Confusion of names 


Not unnaturally they assumed 
at once that the new ingredient 
was the same in all the petrols 
despite the confusion of differing 
names and initials. “Why other- 
wise have all the companies an- 
nounced it on the same day?” 


When it was pointed out that 
the petrol companies were mak- 
ing very differing claims of what 
the new ingredient would do to 
his car, 1 regret to say that one 
motorist was a good deal less 
than complimentary about the 
ethics and veracity of our pro- 
fession. 


some of them are drawing a 
mighty long bow. 


For the copywriters the great 
uestion must have been whether 
© average newspaper-reading 
motorist is interested enough to 
wade through a semi-technical 
explanation of what the new in- 
— are and how they work. 
is is an old argument that 
nearly every agency has fought 
out again and again whenever 
some “revolutionary” improve- 
ment in motor-cars or their 
accessories has had to be an- 
nounced, and I have never yet 
heard a convincing case put for- 
ward for either point of view. 
“Most motorists neither know 
nor care what kind of plugs, oil, 
tyres or petrol they have in their 


cars,” say people in the motoring 
trade. “But they could be in- 
duced to know and care if you 
would only authorise a consistent 
campaign of educational adver- 
tising for a few years,” say many 
copywriters, but they can pro- 
duce no evidence of this and I 
cannot for the life of me see any 
satisfactory way of finding out 
except by expensive trial and 
error. 

My own opinion, which in the 
past has sometimes prevailed and 
sometimes been shouted down, 
is that new motorists will read 
a very great deal about almost 
any aspect of motoring, but are 
hard to wean away from the ad- 
vice in their cars’ instruction 
books, while nearly all motorists 
can be persuaded to read a great 
deal more about cars and their 
running than most advertising 
people when approached are pre- 
pared to admit. 

Certainly I have never yet met 
a motorist who is completely 
bored by a conversation about 
his car, or one who cannot him- 
self talk interestingly about his 
own, though I have met plen 
who think that it does not m 
matter what they put in the 
petrol tank or the sump. 


A brave try 

The makers of Shell evidently 
agree with this and they have 
certainly made a brave at 
— motorists to read a fairly 

mg and involved ar nt 
about the why and seaaiiahe of 
the new ingredient. Their copy 
is particularly interesting to me 
because the writer has so skilfully 
looked through and beyond his 
brief to embellish a selling point 
that is not in itself particularly 
exciting. 

From other companies’ adver- 
tisements it seems fairly clear 
that the chief claim of new 
petrols ig that they inhibit or re- 
duce the formation of carbon, 
and, therefore, defer the need for 


@ Continued on page 174 
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DAILY AVERAGE | 


AVERAGE duily net sales cf the Ceaily Sketch. throughout 
1953, as certified month-by-inonth by the Audit 
Bureau of Circulations, are as follows ~ 


JAN. 743,880 
FEB. 792,171 
MAR. 792,860 
APR. 788,164 
MAY 777,442 
JUNE 933, 483 


JULY 796, 220 
AUG. 803,065. 
SEPT, 803,304 
OcT. 797,790 
NOV. 794,227 — 
DEC. 792,829 


BAILY AVERAGE FOR — MONTHS OD 


UP 140 000 


SINCE DEC. 1952 
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otairs go round.. 


pe 


ROTAIRS mean moving displays at showcard cost for: 
Smits Motor Accessories Limited, Messrs. W. D. & H. O. Wills, 
J. Lyons & Co. Ltd., Hovis Limited, Gillette Industries Ltd., Cadbury 
Bros. Ltd., Ind Coope & Allsopp Ltd., Jas. Robertson & Sons P.M. Ltd. 


and for many other famous manufacturers throughout the world. | 


A. 


THE MILES anv (SS) COMPANY LIMITED | 


4, SEATON PLACE, HAMPSTEAD ROAD, LONDON, N.W.1. EUSTON 3941 
OVERSEAS SALES: 24 GROSVENOR STREET, LONDON W.1 


*U.K. Manufacturing Patent 700429, Patented in all leading countries. 
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© GIFT HORSE SENSE -continued 


decarbonisation. As one com- 
pany puts it: 
“The solvent action makes 
unnecessary the dismantling of 
engines for decarbonising and 
attention to valves as fre- 
quently as in the past.” 
This is obviously a great ad- 
vantage. Decoking is compara- 
tively costly, and many garages 
do it so badly that the last state 
of the car is scarcely better than 
before they began. But decok- 
ing is not such a bugbear in most 
motorists’ minds that they will 
© to any great trouble about it. 
ew cars need decoking as often 
as once a year and even when 
I was fanatically interested in my 
car and extremely short of money 
I was far more concerned by the 
prospects of needing to replate 
my battery or buy new tyres than 
by the distant danger of decar- 
bonisation. 


What happens inside 


Shell’s copywriter obviously 
agreed with this. “Less decok- 
ing” struck him as a very nega- 
tive and unproductive selling 
point. So, instead of dramatising 
the high cost and nuisance of 
decoking (which, incidentally, 
would have displeased the 
garages) he gives us a dramatic 
picture of what happens inside 
an engine as “Decarbonising 
Day” draws near, and shows us 
how much happier things would 
have been had “Sheil with 
LC.A.” been used. 

Notice that the word decar- 
bonising is never mentioned. 
Instead of a technical word 
ap many motorists do not 
ully understand) he has given us 
a pretty vivid picture of 
disease it cures—and then gives 
the credit for the cure not to 
decoking but to Shell! 1n fact, of 
course, Shell does not cure the 
disease. It merely defers the 
operation which alone can cure, 
but this is splitting hairs. 

The “two-tankful” test is also 
clever—very clever, indeed!—not 
only because it induces readers 


to give a fair trial to Shell but 
because a challenge of this kind 
has long been known to give 
verisimilitude even to the most 
bald and unconvincing narrative; 


, 
7 


copywriter 


Recent articles from 
Copytaster and the style 
of Haslam Mills were dis- 
cussed at the last meeting of 
the Advertising Creative | 
Circle (see last week's; 
ADVERTISER'S WEEKLY, page 
$110). Speaking about the! 
4+Haslam Mills Anthology; 
+(issued with the Christmas! 
number of ADVERTISER'S! 
»WEEKLY, December 17) 
Harry Henry, director of! 
Market Information Services , 
Ltd, said that there was no 
evidence at all that the prose 
style of Haslam Mills had| 
achieved the high sales of the ; 
products advertised. An-! 
other approach might have} 
done better. Yet Haslam; 
Mills, now being practically ‘ 
immortalised, had even been 
accorded the high honour of ; 
an ADVERTISER'S WEEKLY | 
Supplement. 


this Shell story is far from that. 

Two things are missing from 
the copy. 

How does the motorist obtain 
this new petrol? Surely he is 
not expected to ask for “five 
gallois of Shell with LCA. 
please!” And how much—if any 
—extra must he pay for all these 
benefits? This is important in- 
formation, and if the y has 
been as persuasive as I believe 
it to be, the motorist will cer- 
tainly want to know the answer 
straightaway, for nothing would 
be more embarrassing than to 
drive up to the pump, find that 
the price was too high, and have 
to manceuvre the car again until 
it can be filled with “Shell with- 
out LC.A.” 


WHOLE range of publicity material is being supplied to Sattery 

service agents and dealers by the Edison Swan Electric Co., Ltd. 

The picture shows some of the items—window bills, walicharts, 
leaflets, full colour broadsheets, letter stickers and blotters. 
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| WEEKLY AVERAGE DEC. hinges 4 


AVERAGE weekly sales of the Weekend Mail hiliattiut 


1953, as certified month-by-month by the Audit Bureau of 
Cireulations, are as follews .— 


JAN.1,180,295 JULY 1,536,525 
FEB. 1,421,801 AUG. 1,601,642 
MAR. 1,445,329 SEPT. 1,647,694 
APR. 1,480,735 OcT. 1,714,517 
MAY 1 oo 315 NOY. 1,760, 898 


UP 720 000 


SINCE cotuaed 1952 
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Badia | as 
The NEWSPAPER 
PRESS DIRECTORY 


You must have easily-referred-to details of 
publications — their publishers and execu- 
tives; notes on policy; ABC circulations 
and marketing areas; advertising rates and 
typographical data. 


@ 1,550 British Newspapers 


@ 3,887 British Periodicals 
trade and technical) 


9,556 Overseas Publications (news- 
papers, magazines and trade journals) 


1,001 Directories, Annuals and Year 


(general, 


you will find them all 
in the fully revised 


1954 Edition 


Order your copy NOW 
#2 °3°6 


per copy, including postage. 


The NEWSPAPER PRESS DIRECTORY 
Bouverie House, 154 Fleet Street, E.C.4 
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Puablie Relations 


Information service 


—FREE 


DVERTISERS and 

agencies are frequently 
called upon to know unusual 
technical facts about the pro- 
ducts and/or services they are 
required to promote. Where 
to get the information? 

Much time can be saved and 
errors avoided, of course, by 
making use of previous researc 
and la aalnaned by others 
(at someone else’s expense) but 
the difficulty always is to know 
for certain whether such research 
has been undertaken or, alter- 
natively, how to get hold of the 
results of such research. 


More efficiency possible 


Despite what has been done 
by the Department of Scientific 
and Industrial Research, re- 
search associations and other 
bodies, there remains a wide and 
deep ignorance in industry and 
advertising of the information 
facilities available which if 
used would enable all concerned 
to operate more efficiently. No 
firm or publishing house offering 
an advice service could fail to 
endorse this view which has re- 
cently been underscored by 
L. M. Harrod, chief librarian 
and curator of Islington Public 
Libraries. 

There is room, he bas pointed 
out, not only for more infor- 
mational organisation, but also 
for greater liaison between infor- 
mation sources and local busi- 
ness houses: “This is particularly 
true of the smaller firms which 
form the bulk of industrial 
enterprise in this » but it 
is also true of some quite large 
establishments, including some 
of those which support an infor- 
mation service of their own.” 

This situation has caused con- 
cern within the D.S.LR. and a 
leading official has lately given 
it as his view that “There is a 
tremendous reserve of unused 
scientific information freely 
available to small firms and large, 
yet its very existence is unnoticed 


COFFEE FOR 
ONE 


IDESPREAD 

interest was 
taken in the 
“coffee - drinking 
tiger’ stunt staged 
at the opening of 
the Hotel and 
Catering Exhibi- 
tion (closing to- 
morrow). The pic- 
ture includes (left) 
John Hurd, who 
staged it all in 
conjunction with 
Bertram Mills 
Circus. 


them. 
in the 

new 
scientific knowledge of commer- 
cial value, nevertheless within a 
decade full working details of 
practically every ——— oe 
cess become widely kn 


Furthermore, it . worth 
remembering that many of the 
scientific improvements and 
the industrial techniques cap- 
able of immediate application 


by the majority of 
Although there is a dela 
free dissemination o 


What is the extent of the free 
information service available to 
all who care to apply for it? 


In the case (quite typical) of 
the public libraries in Islington, 
local firms are offered the full 
extent of the institutions’ wide 
resources in technical and com- 
mercial subjects and these re- 
sources include a comprehensive 
range of books, periodicals. 
house journals, brochures and 
poses. Additionally, each 


brary is included in a 
tive scheme with the DSLR. 


and other government depart- 
ments, as weil as with research 
associations and special libraries. 
to enable detailed economic, 
commercial and technical data to 
be supplied to local firms. 


Very wide resources 


These facilities have Been set 
up expressly to help firms solve 
their problems economically and 
expeditiously. Speed is usually 
of the essence of a problem 
facing advertising men and it 
might seem that an application 
to the local library may get 
clogged at some point and the 
data presented too late for use. 
This is not likely to happen and 
in the particular case of the 
Islington library system inquiries 

presented can often be answered 
Directly and immediately from its 
own large resources of books, 
pamphiets, abstracts, house 
journals and indexes. 
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But can it talk to clients ? 


Crapetene (Qe tl 
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This "Little Wonder" layout machine turns out advertising by the 
yard— just like a factory! Which is exactly why it’s not for us. 
We think of advertising as a lively personal business, 
@ creative business. And right now we’re looking for a chap who 
thinks along these lines to head up one of our art groups. 
If you’re interested, get in touch with Rex Williams, our 
Art Director. He’s on the phone at Mayfair 9181, Or drop him a line 
at Foote, Cone & Belding Ltd., 27 Hill St., London, W.1. 


pee = oe 7 
er dln LF, ZL ZA ys . 
WO erze TYPEFACE u 
Ce ZZ} WEADLNe - BOY COPY tie, i 
ys ble &S t. 
Y, - z Z, <j x 
y r ili B g te ‘ 
MOTT LLL Za 3 
DES / | ue 
VILL he Z * as 
, _IUUSTRATION 2 NOME PLATE j @ d 
AQ © @aY's EM o 
ZY + Somiom se “ | : 
y 4:= see y 7 
d om ~ i. Pe 
Ce 
toe k= a 
ae SITS can rm ; 
eel 7 
a ; ’ 
’ 


| = } Pe eee FO 
le , 
ADVERTISER'S WEEKLY 178 JANUARY 28, 1954 
(ae ne 
F (a nena cman 
(a remem 
Le 
; : | eee eee 
; ee 
Sr a 
é ” a ee 
‘ r ee me ne 
_—_— ee 
———Sssee eee 
a eR 
rs 
Se eemneeeeeeeeenae 
+3 cee we 
a '\ 
‘ 
vA =A, Gh 
ae . SE BE77™ "7? ; | 0 U 
Ae ee 
ii _— gas WN) 
za a ea : 
‘ 4 .. dad oie SP : Ti ; mm 
. alee — 1964 4 — ‘ich Slag or | 
7 Ulla ‘an ae, Biz a e- | ’ a 
= i =a ee ne ne ee 
4 ‘Re me - ’ i a 3% TR 
: bia oe ‘ ¥ Be = es a RR 
4 fi ; ia ; a. a . is a: ba ’ a ne 
j ; _ or ae 4 g aes = % : ————— oe 
AP Se A “ee ‘ _ “ * em ne ene 
a f ' ‘ f a 5 i " en a a 
oe 3} : | ——— 
i . a aa ’ ———— 
ee 4 . 7 a ; sg os en ; : % P bei ener 
a Pie 48% <aty , j ence mame 
? ie é tg Bis f . a é costeneneemennnnnennentiantiiiendt 
: D B.! 7 rt SS  . ~, 

‘ “t rs 4 4, na , be \ 4 : i coeeasttiaeeeeiemnmmeeennnntienenannnn 
c 4. ‘ie 94 Enema 
ns =e ! 2 4 ~~ \ k ¥ : cans 

x ’ J n a ia canelaeeeneteeenieenataennanaEneee 
‘ s . £ 2 5 ° i. 
i? ae ia ‘ Ag i oe 
( 4 iat - sh ; ae a le, ioe ” a Ptr me 
t: 3 Hy him Fis Ly ee prot a 7 q “ay Sat rt a ean 
; SOF aaa a. “4 “ er a > ee 
—— shy te 2 ie Pe, 4 F ene ee Saas 
| —= sel 
——— oie ee Sex tter t J is et ce 
7 he i) : esa J. ora erm cate en ne 
; ——— , eN: ‘ is aie : by YY ie t eC — 
———— ae a Sacha gifs ; a ‘ en 
: oo ee ee ——— 
* ———e oe , rs “~ ey is 
a ir oN es ‘oe ee » | one 
a —- PS if . . Se eiineeeeemeneaeeteannaeiinaa 
= ee ee 
& ¥ en ee 
i ee 
RY rn 
s aetna 
TTL SM ne 
LT 
el 
EE ET rm 
$ ES ee ER 
x eS , ; NEI Nee. = fe <oagaet be 3 a : 
* = a: ee Saket ae 7) a 2.) Rial alt ae tFurtole eee en ee alone 9 a \ ae = 


JANUARY 28, 1954 


The farming paper that is setting the pace 
takes ANOTHER BIG STEP FORWARD 


ADVERTISER'S WEEKLY 


Completely remodelled . .. more convenient page size... new 
4-column format . .. more pages, more pictures ... new 
features . . . new ideas . . . better printing on better paper 


N March Ist Dairy Farmer will appear as a vigor- 
O ous, up-to-the-minute, down-to-earth NEW paper 
to help every dairy farmer, large or small, meet— 

and beat—the tough problems they now have to face in 
a free farming economy. The NEW Dairy Farmer will 
be more than a paper. It will give readers more practical 
information, more guidance, more personal help than has 
ever before been attempted. We believe it will become 
the most popular farming paper in this country. We 
believe it will be the paper that every dairy farmer and 
every herdsman will regularly read from cover to cover. 
Smaller and more convenient in size, with a new, more 
readable, four-column format, the NEW Dairy Farmer 
will be printed on heavier paper with better pictures, 


MINIMUM 


more pages, new features, new ideas, more down-on-the- 
farm articles and an Information Service second-to-none 
in the world. 


Guaranteed minimum circulation for the first issue will 
be 60,000, but the page rate for advertisements will 
remain unchanged for the moment at £70 per page (£90 
facing matter) and pro rata. The slightly smaller page 
size will be more than offset by considerably higher 
circulation. 


Dairy Farmer has achieved its present circulation, 
reputation and influence on merit. Publicity and sales 
promotion have played little part in putting this pa 
where it is. Now it starts its first real circulation drive. 


60,000 


GUARANTEED CIRCULATION 


The introduction of this NEW Dairy Farmer is only part of our plan to increase the influence 
and circulation of Britain’s best and brightest farming paper. Large-scale press advertising and 


direct mail publicity will be used to introduce the new paper to all dairy farmers and herdsmen 
throughout the country. 


BOOK YOUR SPACE EARLY-BETTER STILL—-BOOK NOW 
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LIMELIGHT 


While sweaters in anonymous 


packaging languish on 
the shelf, St. Enoch’s woollies are 
instantly identifiable to the salesgirl. 
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A Sanderson signature paper may be 

one more detail in a large publicity campaign, 
or the only form of advertising used; either way 
it’s effective far beyond its cost. It adds 

status to the product. It attracts the eye at 

the very point of sale. It personalises the box 

it decorates. Many manufacturers have already 
welcomed this form of limelight—wouldn’t you? 
Ask your boxmaker for details. 
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Easier market in France 


for British goods 


Misleading im 
attention is paid only to the 
the reality of the trad 


HEN France comes into 
the big news these days 
the subject matter is usually a 


constitutional crisis—a search 


for a president, a scramble to 
get together a government or 
a desperate attempt to push 
through a Budget. 

Yet the life of the nation goes 
on and progress is made. The 
high fevers of Paris politics are 
certainly not a faithful repre- 
sentation of the state of the 
entire nation. British manufac- 
turers and advertising agencies 
at all interested in the export 
field should keep that fact in 
mind when _ considering the 

tential market of the country 

ere being brought into focus. 


Spurt in production 


Four features, basic to the 
present economic and commercial 
life of France, at once come into 
view :—. 

®@ The steel industry is in good 

shape, generation of elec- 
tricity is increasing and so 
is oil refinery output. Since 
mid-October there has been 
a notable spurt in the pro- 
ductivity of the followin 
industries: textiles, chemica 
products, paper, cutlery, 
mechanical industries, ru 


charged with the drawing up 
of a four-year scheme for 
the consumer goods indus- 
tries, envisages rcentage 
production rises of 30 in the 
mechanical and electrical in- 
dustries, 15 in textiles and 
leather, 13 for wood and 60 
for paper. 

® Agriculture has never i. 
duced bigger yields in wheat 
since 1938, and the last 
barley crop was an all-time 
record. It should not be for- 
gotten that peasant farming 
is a main feature of the 


ons about the French economy may arise if 
litical news. 
and advertising situation. 


This survey outlines 


French economy and social 
pattern. 

® Consumer goods have fallen 
in rice during recent 
months. 

As to foreign trading, there was 


a 20 per cent liberalisation of 


imports last December. Some 
40 items were involved and those 
most likely to interest British 
firms were: patent medicines, 


certain raw or tanned hides and 
skins, wool yarns, copper and 


FRANCE 


aluminium alloy ingots and tin. 

In an effort to encourage 
foreign traders the government 
have set up a commission to sug- 
gest ways of simplifying import 
and export formalities. 

The enormous variety of 
French publications open to ad- 
vertisers is well known but the 
importance of the small local 
papers is worth stressing for 
those with a product thought to 
have a regional appeal. 

Last ond a monthly advertis- 
ing publication on completely 
new lines was started in France 
and has proved successful. 
Known as AP (standing for 
“Actualité Publicitaire”’) this 
36-page magazine consists en- 
tirely of reproductions of adver- 
tisements appearing in the Conti- 
nental and British press during 
each month. On an average 
about 1,200 to 1,500 layouts are 
pictured in each issue. 

Apart from the service this 
publication provides as reference 
material for copywriters and 
designers interesting contrasts can 


ome 


tat: 


The dress design 
competition or- 
ganised by the 
International Wool 
Secretariat 
in France drew 
more than 10,000 
entries. The 
judges needed 
extra time before 
announcing the 
winning coat, suit 
and dress shown 

here. 
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SPRING & TOURING NUMBER 
Mareh 12 


Published just when motoring purchases 
are being planned—at the onset of the 


touring season. An exceptional opportunity 


to influence sales for months to come 
Book your space NOW 
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ADVERTISER’S WEEKLY 
You cannot cover 


E. Hampshire& W. Sussex 


successfully without 


ALL these newspapers 


e Evening News voxismour 


* Hampshire Telegraph & Post 
*Chichester Observer Series 


Unsurpassed for every class of 

advertising, and Number One 

media in the Number One market 
of the South 


FULL DETAILS OF CIRCULATION AND OTHER DATA ON REQUEST 
London Office: 85 Fleet St.,£C.4 Telephone: CENtral 2845 


This illustration wes taken 
from a Tibbenh \ 
advertisement for Television. 
The faces are human 

—they appeal—they express 
more than mere words 
—they are alive. 

This “‘aliveness” is part of 
the Tibbenham technique. It is the vital 
spark that makes Tibbenham publicity 
tell and sell. 


Why not see what they can do for you? 


tr 


TIBBENHAM PUBLICITY LTD. 


Registered Practitioners in Advertising 
244 HIGH HOLBORN, LONDON, W.C.1. 
Telephone: HOLborn 8074 (3 lines) 
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t 
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A page taken from 
monthly 


tion “AP.” 
36-page magazine, 
measuring some 
11 in. across and 
14.5 in. deep, con- 
sists entirely of 
po nee of 
vertisements ap- 
pearing in the Con- 
tinental and British 
press during each 
month. On an 
average about 
1,200 to 1,500 lay- 
outs are presented 
in each issue. 


be observed between methods of 
advertising in this country and 
France. 

One of the most successful 
weekly aa in France over 
the past few years has been Paris 
Match and a January 
reached a circulation of 
1,250,000. According to recent 
research every copy of this 
weekly is read an average of 
five or six people. For the in- 
formation of advertisers the pub- 
lishers have had a map of France 
printed and marked to show how 
sales are spread over the nation. 

Because France has a great 
number of high-class luxu 
magezines there is a correspond- 
ingly high standard of specially 
designed advertisements for 
luxury products. The type of 
layout and design used for adver- 
tising the general run of lower 
priced products (including a 


eel el 
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eat number of domestic items) 
is very much lower than in 
England. 

No one could deny the origi- 
nality of the French mind and 
if anyone did they need only 
have shown to them the adver- 


tising campaign launched on 
behalf of a “ghost” product 
known as “Garap”. Garap never 
did exist. 

The idea of this unique cam- 
paign was to see how long it 
took before people went into 
shops and asked for the product 
and also what they thought the 
product was. The two predomi- 
nant theories among the public 
were that the product was either 
a perfume or an apéritif. These 
are two of 


commercials 


COMMERCIAL advertising 
is now being accepted by 
the Near East Arab Broad- 
casting Station based at 
Limassol, Cyprus. 

station, which is 
throughout the Arab 
world as “Shark-el-Adna,” has 
been broadcasting news, talks 
and entertainment in Arabic to 
the Arab countries for the last 
five years. 

Spot announcements are being 
accepted, directed at Middle East 
consumers, and the effect has 
been very gratifying. As lar, 
masses of Arabs throughout 
Middie East are illiterate, the 
radio messages reach many 
millions who are inaccessible 


Two radio stations begin 


through the medium of news- 


pe 
he station is issuing a special 
pros us for enlarged, more 
ambitious publicity broadcasts, 
including sponsored programmes. 
So far only Middle East adver- 
tisers have been approached, but 
when new plans mature, British 
advertising will also be carried. 

The station recently ran a 
competition, to get answers to a 
programme questionnaire, with a 
prize of £100 offered to the 
winner. More than 36,000 
replies were received. 


Malaya 
Broadcasting recently started 
over the Rediffusion network in 


Pena: Programmes are in 
Engli Chinese, Malay and 
Tamil. Spot announcements and 


programmes are broadcast. 
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Shi to 
SAVHISSIMIaIN 


who know the value of appearance—-whose personal needs 
embrace a wide range of products such as clothes, hair- 
cream, razor blades, shaving cream, cigarettes, shoes, etc. 
(even stomach powders!). 


MEN who are mainly full-time motorists, who know that the smart, 
well-serviced car is an essential adjunct to the commercial 
traveller, and who represent a compact market for all 


motoring requirements. 


with incomes well above the average: men who, because 
they sell to others, buy well and wisely... 


Sell to more than 38,000 salesmen and 
commercial travellers through the pages of 


ON THE ROA 


THE COMMERCIAL TRAVELLERS’ MAGAZINE 


Established 70 years 
The official journal of the United Commercial Travellers’ Association 


WRITE OR TELEPHONE NOW FOR SPECIMEN COPY AND RATE CARD 


The Advertisement Manager, ON THE ROAD, 
‘*Recorder House,” 91 Stoke Newington Church Street, London, N.i6 
Telephone CLissold 6991 (5 lines) 
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Monthly increases 
over 19052 


a Che Daily 


22,058 


reMnUAny NET SALE 


COPIES 


This is an 
+ 40.968 « 
and is a recor 


For the first time a quality newspaper has attained 
The Daily Telegraph is more than four times as great as t 


4 = ee - . 7 * — = > 
. ' ee i 
| | ne ee 
8,416 : 
: ee ie : a ae +t¢ 
| MARCH 4 F a. 
30,155 “e 
TT 
a APRIL 
| eR RE TL LL LL A NR 
' 38,048 
——eeeeee 
, sv 
72,645 eee 
AT SM STL TUES NORE ARE CR RS REE SER 
= 7 ae - Rae =, 4 - ce - ; baa , ee a, ‘ ao. a ee ; an ? . ; F 
) 7 a TS aoe eS ae 


I xauijoy uo uauusads v 


AS SS 
Kel EZ PK j 
,fUZ FEY WKY 
YY baa /| bee 
A 


MAGNOLIA 


— oe = ee SE Ne A LT x! 
f 
4 t ia ’ 
rN il ia 
7 l \ y J j; ce aa 7 
| | YA | a ih 
\ . Ny J F i 
‘\ RX \’ / YU A Ze aw 
S | ps iP 
=_— “+ i. JZ —s ae 
Sa —— § 
ae — hh —_ = 
Ssh Fi ft Ay = 7 ( e. 
\ ag | i. 
== ==> y 4 
oy 
- 
Soulangiana Fi 
~ f » / | o. 
AA 3 : 
ON EO Y ‘a 
@ a 3 2) 4, é ‘] i = 
yy pene AlsiN _ 
LNAI |Z Ub mM ep) :. 
Warners (@ a 
, xe | ™m ofp Mi . 
TX | CAN rau Ish WA'eY| | " 
RY a oa mn) 5 Lie 
J \, A Vy. 4 ‘ A, YG { on 
x A] IEE SP. ; Y, a S 
KON Lg~/ /i fl Xa a 
j WN 7, (+ ly P) 4 . 
“~Y DV = i» y “a 
7 p a, id) ; 
y ga a 
; Ee” F 
| a 
- = ‘7 
wl 
| 
: 
* a “s 7 5 4 - a ‘ 
| eS eo ae . Tn “" 
Re i es oe i ee Gs = . ice 


1 = 3 ee eee ee a 
+a oa ; es re. : : —e ik 4 pete = 
‘ = Aas - ! coc 2 a ; x rn 06 i ie 
a i , ’ ; Ba ee 3 F C ae : am eas ee he 
; oa 7 HERE eh. aie. “ ail , r — adh 
sh 4 sa pet : Bef: Aa ie Sk ; ; it 
s oe ‘a 4 “el nt Eee Cee " ; ‘ . 
ame Fa a Baek ae * + 
6) ae Hee hy a2 i ae ee ; , ey : J a 
2 as Bi ses li ee Solid Ne aaa ad > 2 ye % ‘ 
Gi pace l oR ae F ; 4 A tae 4 z +, — 4 ee ‘ 7 
— Sead, ee Mier ae” - #9 he tam ». " ees 
mi ey > Sa = if Sm nes ; ; ‘ 7 ie ads : 
an a es + 
Aes 7 7 in ob: ‘ =) NT ES Se ; ? “a ¥ 
i aes A Be one , 3 a a P ; bg | es: 
ane on ios tom _ e 4 Ls ny 4 . 
4 i - Jt a : sa = ‘4 na aay Rs We 4 : ¢ 4 5 
y aed a i tal rn. Pi r a ea —d MAE 52 . . , fs 
5 ae came, i or YS chee ‘- i as : ; ag y, 4 . : P 
a. ces ae oe ee aati | ~ | 
es See eae a | ee | a a gue a F yt " ae ee ae vo . ~ ws . 
he ye ay , ee eae Jy. as ise — ii h i we 
a ne oe ee oe 
eee ‘ a Ee? cm? . ed ee = pened | ae a “4 i b et 
ie ae eS met: a HEA oc BaP years : ie # ‘a 7 yo cb 
we (ie at a so ae, = ae a oe ae or 
5 Be oe - Ma i See An aaa a BE i oe i i i : ee oA 
‘ , 2 sagll le rat ae eee > a 2% sah 
i a ~: este Pe eae Bs ae ad z ie _ » ; 4 2 at eae “e 
. ™ are i: a Baie oe UL tes 7S oe" ye / ® ’ - " aoe? 
= BE fia % ee ie ye eet a iy Sie i 4d “ mm 
i : Sees oy ee a ot ee > a ee 
r ie a Sia pu pee ae. ; _ ae 
ee eee = a Taras ac? coe oh a i Me & . oo 
A afehe> eT ariie ed ee ae 5 ee Rn ‘ : 4 i e E e 
iia ae —  @ be 
i — ers oy gt an -— —_— ll CUD 
ty RS ae ae. = : ae ci ah eh ia Fs i >: 
r Baa ae cia a ae a a ae Pian ; : “de : - * : ii isin ;. 
ih Fey ee Pe a “eRe in ; i F —— ie a 
i ge ea aes Sule ts ee hy ial ot bd BD . F “A eile eh ig | [a tates a 
ae - - oe Bg ae ae Ue ae ae “ 7 Fi ie ao 
ag ee iS ae res : a ie : ct cave mead e BP eo ae 
‘ i is ou 8 cei, a a ERY. ai a 7! 
: i Uo _ a . Saag ee eee a a ee ‘3 é ee a 2 ; Bey 
A a a oa a oe ae “f er or -— ns fi a Ts ‘on 
> aon a, a - |, Se AE ol ‘i ¥ . mare 7 a So me 
LS Pa ae ae te hie —- fd ‘ 
hn a ce | fem Pee . ‘ f ~ os e : oF 
. Sse a on Bee? Ratan pi. Ae : : ey a ip a 
: 2 pee \ RN oh, ee is . Jb a 
te . a a Tey De: - of v ee tng PHS : r ‘ 4 = ig ? : aa ~ 
ips i . i ve) ae = Pahari 7: : : es: “a ' 
z = ie 2 Saar ie a . a } : ae as omg eat Sie as ‘ i 4 a J mm," 
‘ % +e pee, a er Pereira ® ics haere a ‘ Be may oe J 
Bo Rs Ei ae al oat ae i me be Fe \" 4 : E a m7 ‘an Se _* 
ars aq a. 0 ee eee F —— ie on 
; + jean i 4 = . > Seas Ds. Sekai = 2 > hie 
" ities Lehre fn ae. 
1p. ‘ _ ‘4 . ono r a BG fy | 2 oe eee a ae ~ 
> ia ee oa 4 i a ; i : ia ara aot <a sae | ‘ jygmee ~ 
esa ; ee eps A : eT ; 
> eer ae ee a a5 a. — 
= “2 as ae as? aa 25 7 Hite ae %, iy 
T eh. a ———— ei ee eae ee Pein 3 ne _ aa a 
if BP eae Ce Jee a Ra ret ses 3/5 m1) ; 
} i a er. Pa? ee se MRM eR 3 — a oe a _ 
EE ae es a pegs aie Mod Baye eT: ‘ . . 
2, ee eee : wey Z eo 
: = : ee ' 5 Dr we — ; 
3 , cee ae gr — one... Aas, — \ 
Aras ‘ eae ee 2 ol 4 Oh Po’ Here) oe , 
) a 8 ‘ eh ‘ i aie : si a 
, a | a a ™ m “A 7 ; << 8 + | a 
: i — ‘Vora 2 ; cf ee 
a a ; AM ye - ee ; eae ae . Bh ee ’ 
ain ae oe 5, ie es a Re ve 
: ‘ ig ; : : ‘ id) eee * ear sale | ek py teen) > 
; t% a san : % : ; + ie an Re ci, © 
a Pp tid a = 3 Ser we -* ea (es |, SatPeNe “y i Ml eit 
a ak P . 4 ae a ee Sy ae. oa } eS 2) an Se ‘ 
a > ee . af } eal ae ae oO 
ede - = : a F vi. i y sis bie Thee 
sous ae allie ig : “at Wee i te ee aa a) a : ts 
ea i some | P [ae gay Ps a PO ae " a fl een 
j |) : —' i ae ee : ; F STR, pt. aa ingttle ee = e = a 
. a a. : ita Fe ‘2a i % ed ae ie : : 
i Cae, 4 re : ay oe : ‘ia a =, rd pe , cite oe ; 
3 ss y 7" ee aa > a ry ” bi Pe Po oe ne 
oe ; ‘eo ‘ Se oo eae * ‘ia nee - ‘i * S&S i bt i _—— = ies Pe ia ' 
Beh 4 Fo ne ee eS " a els UE. a — 
ee > et ane a _ eee ee ee Lic: syed eee , . 
o - p i “ee ye eee t = q (eI SG ecm Fe ‘ 
Ee —— Z ie Gi ie. ‘  iiabie Sr PAY a 3 ~ 7 = a Wey fm oT ees 
, re a a. Sy | a aca» ‘ : 
4 ieee 4 \ Ms , Aye & acs ve ‘d , 
ao. fa ek ee ee | ee 
7 Wameseuerh: feos: 3 He Ae 4 for =i re ss os uae + oe i 
4 £ ce... Siew. 2 A IR Se ae 0 heat ad eat a9" > ¥ : aS Polat 4 ™ 
cae a pete fo lga nn oo > Sti a Masa ‘why ae ; : ee , ee, Ese. a) |e 
* : cx ‘allel ee ee oe See y a & iis = Rien ey pecs sacle 
a er i) airs Se, ee i " ’ af ag ba | + ae 
« et iL toe ~ eee ? ee 4 ie ee me 2 j ie. 
j \ Li. ine ioe) ae 3 ae -. ‘ : i : : 2) & 
: | ae ares _ =" > * =i : . ea i - rv res: | oe 
es j ewer ae pee ae ze = i 5, 3 ses er a ee 4 
ae OT one 8 ea 4 . ee a Wee \ oa CO eS he ‘ 
i Sa ee A ars 1 a Po, i ee ser 
2 > eae i ie a a ne i i ae 
er ee og ee ee Pee 
¢ : as ae ae | “ AEs E- ii. aie ie #8 aes Pein 
? ee. A tod f = ud a ee ar =: ees s 
, — Ma | ie ) Jee =: 2 ee “ 
yo ES aie de : gt ' aa ae eet ae SE 
Cae. Pate. ag te ¥ Beye i: a Ls ogi eee 
neh ss : pe en ee i a wht 4 ay j = - Ae ae 
= i ee 4 a Se . ; ye ie om “¥ , ic. Ne Edy 
‘ is Se . ay ial ’ ‘ he * ie 2 4 i apne. a a ii 
Se ee he ‘eyo a : a ee H eae ae a ae 
; ge * a ie *, a x eer hh ee , a Le i am te iar a ai eke 
: af : ‘ . ni i Ks | eae % ae. See ier 
: ae ge gue j ; — .s ic , oa Se a # rae sive 
ng eu f dl 4 = aa a oe, Li ees = > en 3 Bee gins ae Bite ws re aeetal : 
ir 3 ‘ F Aa ad : i ce A Net al ‘ a + 
ae oO ai ad 4 alii ae fg: il : ll age: = ' ; 
a ee es ae as or 7 Lg BS gs es OSS a ad ; 
* ies e Bs] es ¥ t t,t a i ee , : : lets oe a renee, a = i6 E vee a 
c Bima ROE Te, ri ¥ @ Pe x 2°. :, a > Pe . Sean eel) Siege 2 oe F sid M 
‘ om pect 4 si Pare tok 4 | gh eae Fae : ie aah ~ t fag ' Bee he ae es 4 cS jie 
\ Sees: ie J i" oe st - sh Paes ee bag | : ee a he Pe es i z F 32) Bae 
iy), ae an. . a ae = : — lia ae. 
we Sie ee i : x +” ana { ¥ ‘= ie ae A oe ae irs, 7 aes Ae whi 
ga oe) ee +. "S a ae. ia a 
ne mn wer a.) eae: "es ie SS ae ws: i ae See Bc 3 eee ae pr SpE ot 
a a er ey” - / £ bo ee ee ee 
hte : ae a ae .) y a i 2 4 oe a ia ae L 
; ies reas: | a ey a -s Me 2 = " ; aes . ee re le : oe 
oa tes a. ene. ae ; ue alee anes 7. o s P Ey salle 3 a” a A 
TR ue ee | id Da a ee ‘ 2) i : rae, Pe RS hay i 
a 6] i vee se Le = # al Fs NO ha 
Gr hye at, i Ne at . we 4 ‘jel as j Mee) oan ai ‘hoa: 
ae a Pes a — oe ; tena poe eS 
a us a ; ye 2 — si ae 4 pee ie ae ae: 
a - ne ee Fs ee : eee . Be = ae) sy) 
; ms i ae Pe a E am | eu des, gu al F 
; > ae eis 2 eae ‘ Py i a i Ney 
a ie en | rail. Re = eee oe ine Sh 
ae eee aie bi ~ es ee oe, E ee Sea , a : 
Rod ian att vi teaiee a Bas: mL in eee ay « § 2 see 
7 Ake er : aS 7 ee a ier’, 4 aS bsg E, a Beg Seer ec re ee: a a. 4 ;, 
| es a. ke ae Bo Oe : “eo eS a ao i 
“ ec YO eves = ae ee. a f bes er ae 1a FG es aa a ) a 
Ly) a Ue -.;. eo ? ia 2 foe a’. i a 
——s - Rack. pi__ Si —_e  _—_ ee oe 
. 2 = ; tm a Oh: —_~ * Se 
: 16 ie “ae _ aie S a oe 7 ee Se s ee ae Be tiie ie «a 
> ey ee ae i ae Le 4 i 
—_— i RS ee Oe ee — ah 
; ia tc oe : eae dees eee - ae ee 
eth ‘ ge ae es PS a Some it cc, ee), See: Pie as Sem eg 
York oe ae “i o Pac agi. oy ay : ne rity. eats i 4 jaa pe Sy : a 
i ce oa By a 06 | Ee a i ae EG ac am pom 
Ss a : 7 - ae ay: ie e “fe eb ce . a cee er te le 
= =, a ere ; he ee arnt Oy ae : i) a - cS ae” 7a ty an 
s elk) oe < au . aa q ere ee r se 


The white, purple-flushed Magnolia (M. 
Soulangiana var. Lennei) is one of the choicest 
of all specimens in this family of exotic trees. 
Of the reproduction alongside, Mr N. K. 
Gould, Botanist of the Royal Horticultural 
Society Gardens, Wisley, writes: “The charac- 
teristic purple to cream tone gradations are 
beautifully reproduced. This is one of the 
truest and loveliest pieces of flower portrayal 

I have yet seen.’ 

Credit for this demonstration of the quality 
of graphic art in Britain is due, primarily, of 
course, to the photographer, the printer and 
the process engraver. But paper, too, is part 

of the art, and we venture to suggest that 
Bowater’s Cotinex T—the paper on which this 
inset is printed—adds its own lustre to the 
subject: an impeccable whiteness . . . a smooth 
coated surface. 


> ia paper, too, is part of the art 


I have gathered a posie of other men’s 
flowers and nothing but the thread that 
binds them is my own. 

MONTAIGNE 
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a poste of 


other men’s flowers 


The Magnolia original, made especially for Bowaters 
by Richardby of Baron, was produced by the Baron Life- 
Colour process. Colour blocks (120 line screen) were 
made by W. F. Sedgwick Limited. Typesetting and 
printing by the Shenval Press. The inset is printed in 
4 colours (Coates Brothers BSS 1480) on Bowaters 


Cotinex T s/o 20" ~ 30", §0 1b. (117 g.s.m.) 


In giving consideration to Cotinex T for your next colour run we would ask you to 


bear in mind that we do not advance the thought that it is a substitute always for 
brush-coated art papers. We do sug- 


gest that, when good quality reproduc- 
COTINEX T 


tion 1s required at a reasonable cost, One of the roll-coated papers made by Bowaters. 


Cotinex T can be specified with advan- Available in the following 
substances, all Double Crown 500s. 


tage. It is ideal for commercial print- 36 lb. 84/5 g.s.m. 
40 Ib. 94 g.S.m. 
45 lb. 105/6 g.s.m. 
§0 lb. 117 g.s.m. 


ing. It affords first class reproduction. 
It will undoubtedly show appreciable 


saving in paper costs. 


BOWATERS SALES COMPANY LIMITED 
er i Bowater House, Stratton Street, London W.1 
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Crelegraph 


or 1953 wads 


nerease of 


er 1932 
for the paper 


Rillion sale for a complete year. The circulation of 
of any other quality daily paper published in Great Britain. 


; ‘ey. 
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Monthly increases 
over 1952 


47,817 


OCTOBER 


+ 


48,746 


NOVEMBER 


+ 


45,390 


DECEMBER 


46,7838 
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It’s Mailway 


It’s New 


It’s Free 


it’s Here 


BRITISH & INTERNATIONAL ADDRESSING LTD 


London, HW.W.t. (EUSton 5262/6) 


BIA House, Dept.B, Chaliton Street, 
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DIRECT MAIL IN ACTION 


How a campaign to acquire 
technical accounts was 
planned and executed 


The aim of “Operation: Business” was to acquire more accounts 
among technical and industrial advertisers. To this end the Hyde 
& Partners Ltd. agency launched a well-planned direct mail 
campaign which proved entirely successful. In this article 
ARTHUR A. HYDE, the agency’s managing director, 
describes how the project was carried through. 


“()PERATION: Business” 
differed very little in 
essentials from any other 


“Operation” military or other- 
wise. Our “objective” was the 
acquisition of new business and 
our “field of operation” was 
among the technical and indus- 
trial advertisers. 

It is relevant here to mention 
that while we do not specialise 
in any particular form or type of 
advertising, our business has 
tended towards servicing the 
technica] or industrial advertiser. 

We struck our first differences 
of opinion when we gave con- 
sideration to our “plan of opera- 
tion,” for the “plan” raised some 
highly controversial issues. It 
was at this early stage that we 
were compelled to survey the 
competing claims of agency 
practice, as the problem eventu- 
ally centred around one point— 
the best method of attracting the 
interest of the technician and the 
industrialist to our services. 


Finally, we came to the con- 
clusion that there is one over- 
riding factor which differs in all 
that factor is 
agency service.” We argued 
that when the last word is said 
on such service it always depends 
on individuals. Not until one has 
had experience of individuals, 
their temperaments, their ability, 
and their enthusiasms, can one 
be sure of the service they can 
rovide. The problem of the 
individual is a great leveller in 
assessing the claims of agencies 
and the basis of our “plan” was 
therefore to emphasise the experi- 
ence and the ability of our staff 

to provide service. 
. the “plan” 


is was 
solved, 

In analysing our “objective” 
we solved the other half. We 
studied the field of potential new 
business thorough and ex- 


haustively; we closely examined 
the advertising pages of the 
whole of the technical and indus- 


Front covers of three of the 10 folders sent out during the course 
of the “Operation: Business” campaign which was aimed at acquiring 
new business among technical and industrial advertisers. The con- 
tents of the centre folder included the following observation: “Taking 
our own medicine has proved an investment; the results from adver- 


tising ourselves are encouraging. 


ment? ... 


Is your advertising an invest- 


Our policy is to co-ordinate the advertising with the 


plan for selling, before we spend our clients’ money 


The front cover of the 10-folder booklet; simple in design but highly 
effective in making an impression upon technical and industrial 


executives. 


trial press, and what we found 
was a illuminating. 

We found a good deal of 
sound technical advertising; we 
also found a good deal of weak 
advertising leaving much room 
for improvement. deed, we 
found much to encourage our 
project. The planning of our 
attack on our “objective” in 
‘. ation: Business” began 
with a series of questions: 
®Could we give the busy 

technician and the industrial 

executive a better understand- 

A the purpose of advertis- 


ing 

® Could we let them know the 
concrete possibilities of their 
advertising, without over- 
estimation, so that they would 
know its limitations as well? 
In short, could we attempt an 

educational campaign on the sub- 

ject of technical advertising? 


Presenting the facts 


We felt that we could, and so 
our “plan of operation” became 
the problem of presenting the 
essential facts of advertising; of 
emphasising the practical diffi- 
culties of the subject; and at the 
same time of stressing the 
important point that not only did 
we know these facts and diffi- 
culties, but we had the means in 
the agency to grapple with them 
and solve them. 

Having completed our “plan 
of operation” we next considered 
our “method of attack,” and the 
— 2 of the press and direct 
mail, 

For this particular campaign 
we finally decided to use direct 
mail, although it was appreciated 
that the press had many points 
in its favour. 

Our principal reasons for 
choosing direct mail were: 

(a) We were seeking personal 
attention, not general 
interest. 


The new clients gained by this direct mail campaign 
gave Hyde & Partners a good deal of valuable information about 
this form of advertising. 
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(b) We were looking for a 
selective number of readers, 
not a large audience. 

(c) “Operation: Business” would 
be in the nature of a 
personal message and as $8 
demanded an_ individual 
approach. 


Booklets or folders 


Having decided to use direct 
mail, two methods were open to 
us. Should we produce a book- 
let, a condensed text-book, in 
fact, on the subject of advertis- 
ing? Or should we break the 
subject down by means of a 


the campaign é 
FROM “Operation: Bus- i 
iness’’ three significant facts 


emerge which concern all ind 
advertising a operatin 
in the or industrial 
@Folders were chosen for 
the 10 shots because it 
, was thought that the busy 
executive would not have 
, the time to read a booklet. 
@ No particular folder was 
found to be overwhelm- 
ingly successful —it was 
essentially a cumulative 

campaign. 

@ The final shot in the cam- 
ign took the form of a 7 
t which bound to- 


i 


‘ in gaining a client. 


series of folders for and 
quick reading? The hy etica) 
executive to whom we peepee 
to appeal would probably have 
many problems on his hands be- 
advertising; possibly he 
might be pre-occupied with sales- 
@ Continued on page 192 
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how 
good 
is your 
face ? 


*Let’s have an Elizabethan 


tie-in’ said a patriotic type who's been at CL through 


Five Reigns. “Something that plugs our creative ser- 


vices and gets ’em thinking about the standards of 


their own direct mail.’ So out came The Oxford and 


up we came with that famous saying attributed to the 


First Elizabeth: ‘‘A good face is a letter of recom- 


mendation.’’ It says all we thought of saying about 


well-designed direct mail — except of course that we 


really do practise what we preach and are always 


keen to lift a few more faces for a few more clients. 


CL 


Keep tabs on the number of pros- 
pects direct mail can help you 
reach by asking us to send you a 
copy of our latest FACTS & 
FIGURES. Ask us now. 


CHADWICK-LATZ LIMITED 
Creators and Distributors of Direct Advertising 


Alexander House * Shaftesbury Avenue * wea * Temple Bar 264: 


JANUARY 28, 1954 


Direct Mail In Action 


wed conip the Brivivh Airliners {lily hy 


* Britteh Harepran Atrwars.,. 
* 


— 


Deo pow ond war “ah 


* 
sa war Freighay fly Beith ? 
se 


4 


The inside of the folder sent out by B.E.A. When it was opened the 
“Viscount” moved rapidly across the page. 


Space selling by BEA 


To sell passenger space in their airliners during slack periods the 
B.E.A. successfully undertook a = mail campaign which is here 


ALMosr all airlines during 
the winter months have to 
face an acute cost problem 
arising from the natural falling 
off of pleasure traffic. The 
present winter period for 
British European Airways is 
no exception despite the recent 
extended holiday season and 
what may well be an earlier 
start than ever before in 1954 
—thanks to the travel agents. 
Schemes to increase passenger 
traffic and spread the load more 
evenly throughout a year must 
obviously be made well in ad- 
vance of the target date. Plans 
for B.E.A.’s campaign were laid 
in May last year and included a 
two-shot direct mail phase against 
commercial firms. Business 
executives and sales representa- 
tives of some firms must, of 
course, travel at all times of the 
year, but there are others—and 
many of them—who go abroad 
only once or twice during the 12 
months and such journeys nor- 
mally could be carried out in the 
autumn (October-November) and 
late winter (February-March). 


Selection of industries 


The Board of Trade were con- 
sulted as to the best industries 
to approach in this business 
house direct mail campaign (i.e., 
those involved in an export trade 
and therefore likely to send staff 
abroad on sales missions). After 
this consultation and careful 
study of the Trade and Naviga- 
tion Accounts, the following 
industries were selected as being 
likely to fall within such a 
category: chemical, electrical, 
machine tools, plastics, surgical 
instruments and appliances, ad- 
vertising agents and market 
consultants, cosmetics, leather, 
motor, pharmaceuticals, wine and 
textiles. 

Besides these specific industries 
a “blanket™ selection of com- 
mercial addresses was included 
thus ensuring a more general 
coverage. 

Having selected the industries 
it was decided that some 50,000 
names and addresses should be 


mailed. It was realised that while 
some industries would include 
many more addresses than others, 
the traffic potential would not be 
in ratio to the number of ad- 
dresses because the amount of 
travel varies considerably accord- 
ing to export trade. It was 
intended that each industry 
would receive a different letter, 
if necessary, worded to suit- the 
particular commodity. 

At a meeting of the B.E.A. 
sales promotion section the 
industries were allotted to 
different members so_ that 
similar phraseology would not 
appear in each letter. At this 
meeting the general theme for 
the first shot was discussed and 
it was decided to emphasise the 
excellence of the B.E.A. fleet, 
in particular the British pro- 
duced Elizabethan and Viscount 
aircraft. 

While the letters were being 
drafted, the B.E.A. advertising 
branch were consulted about a 
suitable enclosure and the theme 
for this leaflet finally decided 
upon was “Flying Pays,” with the 
main caption on the cover “Men 
who really mean Business Fly 
B.E.A.” The leaflet was four- 
fold and besides suitable copy 
directed at commercial firms, in- 
cluded two route maps (U.K. and 


The many advantages of air 

travelling in winter months were 

emphasised by B.E.A. in their 
direct mailing. 


eae i Oe ——————— 
eee iin o $a oe = 
\ hy , F _-_ Or O— 
| 8 ‘ip 
; 4 ae ; 
- 7 +s Fr ee ee SO, sae ae 
| | 
| | 
| | 
Po 
\  ~ Saees 
ee | 
e| a ae 
mew 
ae ¢ 
ee : : | | 
. : di 4 
% } ‘7 *% q , 
ee —_ 2. '% 
" 2 | a 4 : * F 
Pt) a 7 = } > io F 3’ = ee a oa - See Wa . es PII sae (0 ot Saale 


ADVERTISER'S WEEKL\ 


“*T’ll run them 
on the 


“MULTIGRAPH’ 
DUPLICATOR”’ 


is only one way in which ‘Multigraph’ Duplicators 
can help your business, for the ‘Multigraph’ Duplicator is 


MODEL 250 


ADDRESSOGRAPH-MULTIGRAPH LIMITED #2 


DEPT. I/l, MAYLANDS AVENUE, HEMEL HEMPSTEAD, HERTS. Wy 


Send for free literature on “ Addressograph”, “Multigraph” and “ Multilith” machines. 
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Direct Mail In Action 


Europe) and specimen fares from 
selected points in the U.K. to 
capitals and major towns of 
Europe, with references to journey 
times and flights per week. Space 
was left for the use of the travel 
agent to overprint his own name 
and address. Travel agents were 
encouraged to carry out their own 
campaigns to support B.E.A.’s 
efforts. In return B.B.A. hel 
the agent by enclosing a booklet 
listing names and addresses of all 
agents and B.E.A. offices. 


London office address 


Despite numerous branch 
offices throughout the country the 
letter was posted in London over 
the signature of the sales manager 
of the head office. This pro- 
cedure, not normally used, had to 
be adopted to avoid the gigantic 
task of breaking down the list of 
addresses into B.E.A. sales areas 
for posting from other major 
cities over different signatures. 

The staff writing the various 
letters were also made responsible 
for finding appropriate _ lists, 
through associations and with 
the use of reference books. The 
printers were then consulted, the 
whole campaign explained and 
the most suitable ys of the 
week chosen for posting. The 
letters were posted over a period 
of a fortnight, dated and in most 
cases addressed to export mana- 


HONEYPOT 


LANE, LONDON, N.W.9. 


gers, names and addresses were 
matched-in giving the letters an 
individual appearance, signatures 
facsimiled and each letter carried 
a heading in capitals or italics for 
a quotation. 

It had been learned from 
experience that an unusual or 
striking heading stimulates the 
recipient's interest and helps to 
ensure that the letter is read 
completely. 

Stationery for B.E.A. direct 
mail campaigns is specially de- 
signed bearing the Corporation's 
coat of arms in the heading and 
a line drawing of the latest 
B.E.A, aircraft (the Viscount 
prop-jet) in the bottom left-hand 
corner. When selling an in- 
tangible commodity like “service” 
the printing and presentation 
must obviously be of a very high 
standard. In this direct mail 
campaign stationery was delivered 
to the printers together with the 
B.E.A. reply-paid card; this 
reply-paid card requested the 
reader to add the firm's name and 
address to B.E.A.’s mailing list for 
future issues of timetables and 
freight booklets. 

Quite a few of the firms about 
to receive the letter were already 
on the B.E.A. mailing list but 
not necessarily taking advantage 
of travelling for business during 
the winter months. So as not to 
offend those firms already taking 
an interest in B.E.A. operations 


Rotaprint 


and yet overcome the laborious 
task of deleting certain addresses, 
another letter was printed for 
posting to the mailing list two 
weeks before the main = 
began. This letter gave details 
of the direct mail campaign and 
hoped that the recipients would 
not mind getting one or more of 
the letters if within the chosen 
industry group. 

Drafts for the second set of 
letters were prepared while the 
others were being printed, the 
theme being of a patriotic nature. 
The Britisher is known for his 
modesty and reserve and this 
often applies to his choice of 
transport. Whereas he is fully 
aware that British industry has 
produced the finest aircraft in the 
world to-day he does not 
necessarily use them to his own 
maximum advantage. Because of 
this state of affairs, the patriotic 
theme was used in the second 
shot letter and an appropriate 
leaflet designed. 

This theme was brought into 
the leaflet in an amusing way, by 
the use of a “character” dressed 
in traditional colours accom- 
panied by the usual bulldog. On 
opening the leaflet the “charac- 
ter” extended his arm and waved 
a small Union Jack and on 
turning the page again, the 
“Viscount” moved swiftly across 
the page against a background 
of a factory overprinted with the 
names of materials used in con- 
nection with the manufacture of 
British aircraft. Some of these 


in 
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industries had received the first- 
shot letter. 

In selling an intangible com- 
modity, direct mail can play 
a most influential part in an 
overall sales campaign, but it 
cannot be expected to sell hot 
on the track of the letters 
themselves. In the B.E.A. 
campaign the aim was to in- 
fluence future thought when 
the reader has the desire or 
necessity to travel, remember- 
ing, too, that there are always 
those to be converted to the 
air for the first time. 


Analysis of result 


As a result of this B.E.A. 
winter campaign 1,500 names 
were added to the mailing list. 
These will be kept well in the 
picture of future B.E.A. opera- 
tions, and now can be regarded 
as potential customers. The 
average number of replies re- 
ceived was 3.5 per cent, while 
replies from some industries were 
as high as 15 per cent. The 
letters received were mos' 
interesting—complimentary and 
otherwise. They were answered 
in detail. Quite a number of 
commercial firms even tele- 
honed and wrote their best wishes 
or the success of the B.E.A. 
campaign and these remarks 
were indeed appreciated. In turn 
B.E.A. have extended thanks to 
their printers, the Facsimile 
Letter Printing Co., Ltd., and the 
advertising agents, Colman, 


Prentis & Varley Ltd. 


the 


Department Store 


is the answer to the problem of producing masses of illustrated 
sales literature of the right quality, at the right time and 


at the right cost. 


Simple leaflets, “throw aways,” superb 


brochures in multi-colours or thousands of direct mail 
pieces, come off the Rotaprint just as they are needed. 


You are 


invited to apply, 


without the slightest obliga- 
tion, for an interesting folder 
of specimens showing the class 
of work within the scope of 
Rotaprint and a full specifica- 
tion of the machine. Fill in and 
post this Enquiry Form today. 


Tel : COLindale 8822 (12 lines) 


a ‘ ; qditer-qumgeaw ond sepia: 
ee ee ai 
eC = a 
a ee _ 
| So a = 
oe 4 —. g 
<P> | wae Re 
‘<a ; ee a 
we lk ae 
: , ; Ss th ett Z 
ae ee 
me ‘a x 
ae _ me o> >> 
sf cnn ~ 4 
i alae 
: = Or, 
; . = “tn, 
a Nan, rene, Pg 
ee a Man, Mtaig tay, Ry 
€ O> fo “ny *,. *e we ae ine "eg 
| a are. eS 
ie Mito ng 
7 eo he 
| % 
eee ee 2 
eames _—_----_— 
ii . % ee “: : a rs se oan = age oa ren ME TA ie oe an ‘ ie 4 ie c a a 
Mgt; 2 — a ee B.C” Se ee 


JANUARY 28, 1954 


Direct Mail Im Action 


“e 


‘ x . 
: 


In their mailings to salesmen Roneo Ltd. make full use of the 
electronic process for printing photographs. 


Advising the salesmen 


The direct mail technique is used by Roneo Ltd. to keep their 
representatives informed of sales progress and opportunities. 


DVERTISING men who are 

successful and know why 
would probably agree that the 
preacher had it right when, 
asked for the secret of his 
effective sermonising, replied, 
“First, I tell them what I am 
going to tell them. Then I tell 
them. And then I tell them 
what I have told them.” 

In direct mailing this formula 
is no less applicable. A new 
approach and a fresh angle are 
fundamental ingredients, how- 
ever, in the repetition. And 
Roneo Ltd. have found that 
direct mailing along such lines 
is a first class method of issuin 
topical material to every one o 
its salesmen. 


Exchange of ideas 


Regular weekly salesmen’s 
meetings in the 19 branch offices 
in the United Kingdom are a 
feature of Roneo work locally. 
Under the control of the branch 
manager, these gatherings have 
been proved to be of the 
greatest value as occasions for 
the exchange of ideas and the 
discussion of plans. 

Direct mail is used extensively 
as a link between the head office, 
the local branch manager and 
the individual salesman. 

From the London office are 
circulated bulletins, position 
sheets, progress reports, sales 
competition announcements, ad- 
vance copies of advertising pieces 
to appear in the press or to go 
through the post to some selected 
section of the community, “door 
openers” for use in canvassing, 
“leads” and “pointers” gathered 
from press reports and deduced 
from market trends, hints and 
information about novel sales 
and new uses for Roneo 
products. 

In all this, full use is made of 
the new electronic process which 
enables actual photographs of 


salesmen in the news, exhibition 
stands, and new applications of 
Roneo products to be included 
in bulletins even up to the very 
hour of publication without wait- 
ing for blocks of films to be 
made. In this way everything 
can be sent out “up-to-the- 
minute”’—an important advan- 
tage in sales promotion. 

An important feature of the 
bulletins is the letters of praise 
sent in by satisfied customers to 
the branch offices of the Roneo 
organisation. These are repro- 
duced facsimile and _ enable 
salesmen to cite the satisfaction 
recorded to drive home their own 
recommendations. 

The main Bulletin is sent out 
occasionally and takes the form 
of a house journal. A theme is 
provided for each issue which 
averages some 24 pages. i 
Bulletin is also circulated to 
customers and is therefore made 
to include hints and suggestions 
for the best use of Roneo pro- 
ducts and also announcements of 
new lines. The whole production 
is carefully designed and put to- 
gether to indicate the range of 


Front cover of the main 
“Bulletin” sent out occasionally. 


N direct mail ‘shooting’, 
near misses are no good. 
You want to ‘bring down 


whole customers—not just 


their tail feathers. There 
are many occasions when 


direct mail can do what no other 


form of publicity can attempt. But 


every shot must be well aimed, well timed, 


fully charged. Above all you must be quick on 


the draw .. . to-day’s sales news is to-morrow’s stale ne 


Gestetner is the perfect process for sales letter 
production. It is simple, fast, efficient, infallible. A 
Gestetner duplicator guarantees consistently excel- 
lent reproduction, whatever the length of run. 
The Gestetner process offers unlimited scope for 
attractive art-work and versatile presentation, 


3 


Gestetner in your own office, makes you independent 
of all outside services. No correspondence, no tele- 
phoning, no misunderstandings, no delays. What 


you say goes— to the right people, at the right 


time, in the right way. 


Gestetner ensures a good reception for your letters. 
Faultless copies create favourable impressions, 


Gestetner duplicating is not only fast and efficient 
— it is economical, Whether your demands are 
continuous or occasional, for long runs or short, 
there is a Gestetner designed specifically to 


meet them, 


Gestetner versatility means useful employment 
between direct mail shots. And to the sales planner 
it can mean the difference between success and 
failure. With the Gestetner process at your disposal 
you can translate a snap decision into swift and 
effective action. 


Get busy, Get business 


Get 


Geslelner 


GESTETNER LIMITED, ALDWYCH HOUSE, LONDON, W.C.a, 


ALBwych 8700 
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Direct Mail In Action 


© CAMPAIGN “OPERATION: BUSINESS ” -continued 


men or sales management; with 
production problems or material 


— 

or such a man a _ booklet, 
however attractively presented, 
would be hefty reading and as 
we mentioned in the course of 
our campaign “the waste paper 
basket would be an ever-present 
threat.” 


Reasons for folders 


It was, therefore, decided to 
use a series of folders and to 
break down the campaign into 10 
“shots” each stressing one facet 
of advertising. These were to 
be issued at monthly intervals 
and after the tenth or last “shot” 
we should prepare a “clincher” 
to the whole campaign which 
would give point ond conmiuible to 
the folders and round off the 
“Operation.” 

‘inally we decided that after 
the tenth shot we should send 
out a booklet. We had to avoid 
the type of production we had 
already condemned, and we had 
to be sure that it would retain 
the interest of the recipient and 

rovide a follow-up to 


olders., 

Eventually we decided to re- 
rint the 10 folders in a booklet 
or the following reasons: 

(1) The 10 folders were a con- 
tinuing story and there was 


sufficient in them to give the 
recipient food for thought. 
(2) The contents of the booklet 
would therefore be an ob- 
vious reminder of what had 
already been issued; and 
(3) The booklet would have the 
merit of emphasising and 
rounding off the campaign. 
A reply-paid postcard was 
issued with each booklet and by 
filling in the appropriate square 
the reader quel tactrane us to: 
® Stop sending the literature. 
® Continue to send it; or 
® Arrange an appointment. 
The results have been remark- 
“7 interesting. 
gratifyingly high proportion 
of companies instructed us to 


continue sending literature, thus | 


providing us with a sound basis 
on whic 

The positive and 
results provided a complete 
justification for “Operation: 
Business,” and the new clients we 
acquired have given us a good 
deal of valuable information 
from the point of view of the 
man on the receiving end of a 
direct mail campaign. 

It was also very complimentary 
to the advertising profession as a 
whole to analyse the recipients 
who asked us to stop sending 
literature. We had made every 
endeavour to avoid the inclusion 
of companies on our mailing list 


concrete 


Why the ADDRESSALL DIRECT MAIL SYSTEMS 


for Direct Mail. 


* Machines suit large or small 
mailing campaigns. 


to plan future efforts. | 


192 


who had advertising agents. Ob- 
viously we were not always aware 
of this fact, and it is interesting 
to note that practically all the 
companies who asked us to stop 
sending literature were repre- 
sented by advertising agencies. 
These names were, of course, 
immediately dropped from our 
mailing list. However, one ad- 
vertising manager of a large 
company wrote to say he was 
working very satisfactorily with 
his agent but would we “please 
continue to send your folders as 
I enjoy reading them very much.” 

A large number of our friends 
among the advertisement mana- 
gers of the technical and indus- 
trial press applauded our efforts, 


i il 
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and gave us much sound advice. 

To end this account of 
“Operation: Business” we pass 
on this advice: 

Direct mail of the nature we 
planned is a long-term effort; 
we found that no particular 
folder was overwhelmingly 
successful and the campaign 
had to gather strength and 
force before any results could 
be assessed. This story perhaps 
illustrates this point. One 
client confessed that the very 
first folder interested him and 
he continued to be interested. 
It was not, however, until he 
received the final booklet that 
we reaped the harvest of his 
business. 


® ADVISING THE SALESMEN -continued 


operations possible on a modern 
and efficient duplicating 
machine. In itself this main 
Bulletin is an eloquent saies- 
man. A special point of interest 
is that hard-surface (non-absorb- 
ent) paper is used, permitting 
a finish which is surprising to 
those unfamiliar with the latest 
duplicating technique. 

¢ “door-openers” issued by 
Roneo Ltd. to their salesmen are 
eye-catching and unusual folders 
and specimens which the sales- 
man sends in when he finds it 
difficult to get an interview. The 
subject matter and design of the 
pieces are varied to appeal to 
different groups or types of pros- 
pective customers. Ample use 


is made of colour—a feature of 
Roneo direct mail “shots.” 

A folder recently issued to all 
branch managers and salesmen 
from the London office is worth 
a special mention. Headed 
“Striking results from Roneo 
postal publicity,” it analysed in 
detail a number of campaigns 
and gave the results. Thus in 
the campaign aimed at schools 
the salesmen were told of the 
number to which mailings went, 
the number of inquiries result- 
ing, number of sales, value of 
accruing business, and the cost 
of the mailing. Clipped to the 
“result sheet” were copies of the 
Pieces sent out—including pages 
of duplicated music. 


are the best 


* Equipment is specially designed 


* 5,000 envelopes can be 
addressed per hour! 


a 


* Stencils can be typed by any 
typist on your typewriter. 


* Stencils form a Card Index. 


* Machines are silent. 


* Punched Card Selection gives unlimited 
classification. 


You are welcome to our showroom—11/13 Southampton Row, W.C.1 


Addressall Machine Company 


Telephone: HOLborn 3571/2 
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Direct Mail In Action 


Advertising through the 
post has major advantages 


Direct mail can, and does, contribute greatly to the sales of many 
products and services, but when used solely on its own it needs 


to be more carefully planned than 
The preceding pages 

which underii iewpoint. 
general 


any other form of advertising. 


Pp 
carry case histories of successful campaigns 
v 


For those in doubt as to the 


me this 
ee Oe ee ee eee 
big advantages are presented here. 


D IRECT mail advertising is 
seldom used to best ad- 
vantage. This is because many 
publicity managers and some 
general advertising agencies 
continue to regard it as a 
technique calling merely for a 
few directories, some envelope 
addressing and the compilation 
of a circular letter. 


This to regard direct 
mail organisation as the poor 
relation of advertising leads ad- 
vertisers to avoid its use where- 
ever possible except to gi 
notice of price changes, sodden 
supplies, and so on. 

All this gravely underestimates 
the service direct = 
bring to an advertiser ore- 
over, general agencies should 
realise that firms in the direct 
mail business are not attempting 
to take over their own forms vf 
advertising. Without the full 
backing of other advertising 
media, especially the press, direct 
mail operations could never 


* The final approach 


When a direct mail house 
sends out a letter the fact that the 
recipient has already read or 
heard of the product means that 
this final personal approach often 
results in an order. It is signifi- 
cant to note that the contestants 
in the present “soap war” are 
waging the battle by means of 
both methods. Can anyone be- 
lieve that without prior national 
advertising any scheme of this 
sort could be carried out by 
direct mail with success? 


Direct mail can, and does, con- 
tribute greatly to the sales of 
many products, but when used 
solely on its own it needs to be 
more carefully planned than eay 
other form of advertisin 
the greatest advantage aff oth 
advertising has over direct wes 
is the public tendency to believe 
that the medium carrying the ad- 
vertisement does itself guarantee 
the article or service. In direct 
mail, however, no medium 1s 
mentioned. This in itself indicates 
that direct mail can never hope 
to make a product or a service a 
household word throughout the 
nation using its own resources 
merely. 


Direct mail advertising has, in 
fact, three major advantages: 

1. It brings home to an indi- 
vidual or business the products 
and services in the environment 
where the best results can be 
obtained. Can one imagine a 
doctor cutting out coupons 
from a newspaper? Or a com- 

y director on ‘the way to 
usiness pausing to copy names 
and addresses from a trade 
journal? It is another matter 
entirely if, with their mail, they 
receive a letter outlining the 
product and with that letter a 


Mailing for exports 

'ARLY in December the Board 
of Trade wrote to 44,77! 
firms with a staff of ten or 
more to ascertain whether they} 
wanted any information about 


reply card simply calling for 
signature and ting in order 
to bring samples or details. 

2. It can enable an approach 
to be made to wholesalers and/ 
or retailers providing full de- 
tails of a product together with 
a quick method of ordering. 
The medium can also be used 

* to keep merchandisers up to 
date as regards prices, coming 
improvements, and publicity 
materials. 

3. It has a field entirely on 
its own because it can reach 
directly selected professions, 
income groups, and “types.” 
In no other way could these 
— groups be contacted in 
ull. 


Est. 1908 Phone: Hol. 8641/2 


ALERT 


Circularising Co. Ltd. 


87/93 LAMBS CONDUIT ST., W.C.1 - 


Directors : 
P. Millward, F. Halls 


House to House distribution of 
circulars etc. by men under efficient 
supervision. Envelope Addressing, 
Folding, Enclosing, etc. Sandwich 
Boardmen. Street Paper Selling. 
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Why? 


WHY do SIMMONDS claim to be “Britain's 
Fastest Growing Direct Mail Agency”? 


BECAUSE they have increased their business by 
over 500°,,and obtained 76new Accounts intwoyears. 


WHY have they been able to do this? 


BECAUSE they are all practical people, trained 
and experienced in Advertising, Sales Management 
and Direct Mail. 


They are not “cheap”, but they will so plan your 
Direct Mail appropriation that at cost-per-result 
it will be surprisingly economical advertising. 


POSTAL PUBLICITY LIMITED 
82/4, Peckham Rye, London, S.E.15 
Telephone: NEW CROSS 0331-2-3 


CONSULTANCY - PLANNING - ARTWORK ~ MARKET DEFINITION 
Copy = «PRINTING ADDRESSING MAILING 


for Pirect Mail 


ee 
use d | rect reproduction 


stencils 


This exclusive Roneo development 
raises the whole standard of stencil 
duplicating. Photographs, line or wash 
drawings, diagrams, leaflets etc. are 
reproduced direct from the — 
without the use of — | 

blocks. Hard surface 

paper can be used for 


Full particulars from:— 
ROMEO LTD., 17 SOUTHAMPTON ROW, LONDON W.0.1, TELEPHONE: HOLborn Tez? 
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Tuere is a first rate story 
of enterprise and advertis- 
ing acumen behind the new 
packaging design programme 
for Charnos Hosiery Ltd.—a 
firm which was, incidentally, 
favourably cited in the widely 
commented article “The com- 
ing nylon boom” published 
in ApDverTiser’s WEEKLY, 
November 19, page 412. 

Upon that occasion Charnos 
were very highly praised for 
marrying with efliciency a 
glamour-plus press advertising 
layout with a piece of copy that 
took up the very common com- 
plaint that present-day nylons do 
not last as long as they did: 
“this piece of copy, declared 
the article, “is sufficiently sen- 
sible to make women want to 
remember the name Charnos.” 
We can now add that the new 
package will also facilitate that 
act of remembering. And that 
is one of the main requirements 
of a package in a hard selling 
market-—-and the nylon market, 
among a number of others, is 
certainly going to be just that 
this year. 


Elegant atmosphere wanted 


Let us take this Charnos nylon 
ckage story from the beginning 
cause, as a case history of an 
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Packaging Survey 


Advertising acumen inspires 


a package of distinction 


Careful team work 
has produced a 
package for Char- 
nos Hosiery Ltd. 
which will much 
facilitate retail 
selling operations. 


advertising operation via the con- 
tainer, it will take a great deal 
of beating. 

When in 1952 R. Noskwith, 
managing director of the firm, 
discussed with W. M. de Majo 
ideas on having their traditional 
stocking cartons and _ trans- 

rent envelopes redesigned, the 
initial brief called for a pack 
somehow different from the 
present day conventional one 
dozen stocking carton. A pack 
was wanted that would not only 
be contemporary in design and 
create an clegant atmosphere 
comparable to the internationally 
known quality of Charnos pro- 
ducts, but would also be able to 
hold its own in an ever more 
competitive overseas market. 


Three months allowed 


While a target date was 
agreed, the clients appreciated 
that to bring about the required 
result, the primary development 
stage should not be allowed to 
sufier. The designer was allowed 
three months in which time pre- 
liminary designs were to be sub- 
mitted. 

After obtainin 
information de 
wife Veronica made their 
independent market _ investi- 
gations. _ With a very few 
exceptions on the American 
market, they found that stocking 


additional 
ajo and his 


Charnos wanted a 
pack that would 
not only be con- 
temporary in de- 
sign but also create 
an elegant atmos- 
phere. Careful re- 
search and down- 
to-earth planning 
around a_ selling 
theme enabled the 
W. M. de Maio 
organisation to 
produce this polka- 
dotted two- pair 
wallet which can 
easily be torn into 
two one-pair pack- 
ages. — 


This month our PACKAGING CORRESPONDENT 
describes the background of the new two-pair hosiery pack which 
may well lead to a new trend in the design of stocking containers. 
Also noted is a cleverly thought-out sheet pack, and a model 
motor car container which also serves very well as a display piece. 


This outer carton 
is printed in grey, 
black and _ white 
and holds six pairs 
of stockings in the 
novel two - pair 
packs. It is in- 
tended ultimately 
to replace this car- 
ton with a card- 
board sleeve simi- 
lar in design to the 
wallet. 


packs throughout the world 
seemed to have suffered through 
the years from a lack of imagina- 
tion and a sameness apparent in 
many other consumer product 
lines. Investigating the problem 
from various angles, and deter- 
mined to find a new approach 
in helping to sell more Charnos 
stockings, they gradually worked 
with more and more concentra- 
tion upon the following theme: 


As a result they developed a 
“two pair per carton” wallet- 
pack. 

The first design, similar to the 
final, had a plain spine fold. 
Discussing this design with the 
Charnos people, it became 
apparent that although they had 
hit upon something outstanding, 
the retailer might object to the 
pack on the ground that 
numerous customers might not 
want, or, indeed, be able to 
afford, more than one pair of 
stockings at a time. The inclu- 
sion of a stamped perforation 
line overcame this objection, and 
the outcome was the pack to be 
found to-day in the shops. 

In addition to this merchan- 
dising feature, the new pack has 
other important points. For 
example, although different in 
shape, size and visual appear- 
ance it has retained recognition 
value by incorporating the 


Charnos logotype and trade- 
mark. Again, reference and 
brand markings are neatly placed 
and in clear typographic manner 
along the spine of the pack, en- 
suring quick identification. 
decorative cut-out shape enables 
easy viewing of the stockings’ 
colour and texture. 

One aspect of this patkage 
deserves special emphasis. 

By virtue of its constructional 
design a maximum of counter 
and window display value can 
be obtained. Great care was 
taken all through the planning 
stages to keep the container 
down to a size that would fit 
easily into the average retailer's 
shelf or drawer hile 
still being a size capable, with- 
out agonising manipulation, of 
fitting into a normal sized 
handbag. 

Once the basic design was 
agreed with Charnos the de- 
signers experimented with an 
outer carton. Two preliminary 
designs were chosen, one of 
which tied in with the Charnos 
advertising scheme. 


Public acceptance proved 


A pilot test of the packs was 
carried out in an average town. 
From this, a full acceptance, 
both by retailer and consumer, 
was apparent. To ease handling 
and facilitate uniformity it was, 
however, decided to replace 
outer carton by a cardboard 
sleeve, similar in colour and pat- 

@ Continued on page 196 
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Whether you require 50 or 
50,000 Displays the Display 
Craft Screen Printing Factories 
are geared up to give you second- 
to-none service in all Britain. 
We design, produce, pack and 
distribute display material for 
many of Britain’s leading 
National Advertisers —and their 
Agents—we have the capacity 
to give you service in 1954. 
May we show you specimens of 
our work, or better still, why 
not come and see us. Our 
Works are worth a visit. 


H. Ashford Down says... 
“TOPS” FOR DISPLAY CRAFT 


At the recent D.P.S.P_A. National Competitions, 
we won The Treleaven Cup for the best 
example of non-Mechanised Screen Printing 
and once again, an award for Mechanical 
Screen Printin as well as two awards in 
other classes root positive that Display 
Craft is “tops” for quality, quantity production 
and up-top technical ability. 


DISPLAY CRAFT LIMITED 
butting oraft info craftsmanship 
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© ADVERTISING ACUMEN INSPIRES A PACK 


tern to that of the two-pair a 
But that is not the end of the 
story. 

The design is being carried yet 
another stage further. ——— 
for the interim periods the pack- 
age construction method origin- 
ally designed will continue to 
be used, a simplified version has 
been prepared which is capable 
of being folded and assembled 
entirely automatically. 

cd ae 


In introducing top and bottom 


—continued 


The new top and 
botiom fitted sheet 
pack designed by 
THM. Partners 
for Barlow & 
Jones includes a 
wrapper which 
commends and ad- 
vertises the con- 
tents. The rear of 
the pack presents 
merchandise fea- 
tures. Differently 
coloured labels in- 
dicate the type of 
sheets within the 
container. 


fitted sheets to this country, 
Barlow and Jones of Manchester 
have not neglected the supreme 
importance of giving the new 
product an eye-catching display 
pack which will both commend 
and advertise it. They com- 
missioned T.H.M. Partners to 
design one pack for all 10 sizes 
in which the sheets are made. 
The result is a paper wrapper, 
printed black and red on white, 
placed inside an oblong, mattress- 


shape transparent bag. One side 


the final touch... 


Here is a typical example of co-ordin- 
ated exhibit planning by Priestleys. 
ag and produced in quantity 


for 
, this dis 


Payne & Sons Ltd., of 
nser unit pro- 


om 
vides the answer to functional display 


plus point-of-sale appeal. 


Produced in stout plywood with clear 
acetate protection for the attractive 


Floral Ribbons 


with which our 


clients have built up a world-wide 


reputation. 


Have you a sales 


Maybe we have the answer. 


’ AA 
1 


oblem of this kind? 


196 


of the wrapper is printed with the 
straight story of Osman fitted 
sheets, top and bottom, “tailored 
to fit your bed,” and on the re- 
verse, details are given a 
illustrated instructions on - 
making with fitted sheets) of the 
sheets themselves. 


Full merchandise data 


These sheets are reversible and 
so can be turned inside out and 
being made in 10 sizes fit every 
bed. Into a small panel window 
beside these merchandise features 
goes a label on which is stated 
the type and size of the two 
sheets in the pack. 

In cases where the k con- 
tains two bottom sheets, in 
contradiction to the static “top 
and bottom” advertising story 
on the front of the wrapper, the 
label is printed in red (a red for 
danger reminder to sales staff). 
Where the pair are top and 
bottom sheets, the label is black 
with white lettering. This same 
label is placed, for easy identi- 
fication by the retailer, on the 
ends of the paper covering used 
over all, to keep the package 
fresh in the stock room or on 
the shop shelf. 


Ba of * 


To be used commercially for 
display pur at home and tn 
export markets are the models 
produced by Victory Industries 
(Surrey) Ltd., in collaboration 
with the Nuffield Organisation. 
As a consequence the special 
pack evolved by British llo- 
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phane Ltd. will have a _per- 
manent application. 

ihis consists of a deep 
lid of urtaulds’ cellulose ace- 
tate which fits over a cardboard 

atform covered with maroon 
ock on which the model is 
mounted. In addition there is a 
colourful, open-topped carton 
which not only forms an “outer” 
but has two cut-out portions 
which provide ledges on which 
the platform and aceta'e con- 
tainer can rest for display. 

This pack combines full pro- 
tection with full visibility and 
allows the craftsmanship of the 
model to be clearly seen. 

In the illustration below 
the wheels and switch lever are 
held fast on the platform by 
means of cut perforations and a 
decorative ribbon. 


This pack from British Cello- 
phane Ltd. ie pecans display 
value. 


GLOUCESTER: 


TEL. 22281-4 


LONDON: TEL. TRA. 4277-8 
MANCHESTER: TEL. BLA. 385! 
BIRMINGHAM: TEL. MID. 0528 
CARDIFF: TEL. CARDIFF 31217 
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Bie sare 


eae Haak 


The NEW Pavilion now for Hire at the County & National Shows 


A colourful Display Unit in canvas on a rigid steel framework * Erected complete 
with covered floorin?, and accessories at any outdoor Exhibition in Great Britain for a 
modest hirin3, charZe * Providing, upwards of 400 sq. ft. of uninterrupted display 
space * Specially desijned Pavilions are available for Exhibitors at a number of Shows 


Our 1954 hiring programme is already open; so please 
WRITE EARLY—BOOK EARLY—IN FACT, WRITE NOW! 
Full particulars from the designers and makers: 


GEORGE HOLLOWAY & WEBB LID 


Telephone No. 2417 VICTORIA WORKS - HEREFORD ‘Grams: Holwebbian 


Tent and Marquee Contractors for over 90 years 


auth, 7" 
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New 3-D technique for 


exhibitions 


N ORDER to overcome the 
problem of space and costs 

A. & A. Displays, Ltd., have 
evolved a new technique in the 
field of display units and 
models, Working to any scale, 
models are built up in planes 
of plywood, using a sharp false 
perspective which achieves the 
desirable three - dimensional 
effect while occupying limited 


a 

The outing of life and move- 
ment is fully developed, be it 
the human figure or a walking 
drag line. Applications are un- 


Where floor space at exhibitions 


will not permit an actual crane 
a four-foot size model may be 


invaluable. 


PT ph; 


ey. Yaa 
ee, * 
161m 166 


STRAND, 


3 Rea. 4 
ah, " oe: 
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A section of a Oh unit which 


indicates the 3-D effect possible. 


limited and the technique can be 
successfully employed for any- 
thing from fashion display to 
heavy engineering subjects either 
as single or multiple units. 

One of the recent models, a 
crane, is shown on this ge. 
This was made to the scale of 
one inch to the foot. 

Costs compare very favourably 
with fully round and true per- 
spective work, but have the 
added advantages of much less 
bulk to pack, transport and store. 


BONDON Ws 


The complete dis- 
play of which a 
detail appears on 
this page. 
of this mew tech- 
nique compare 


favourably with 

fully round and 

true perspective 
work. 


Tne en 
JANUARY 28, 1954 


Costs 


G2 - st 


B.O.A.C.-Remington Rand display is being featured in a 
window at Remington Rand's premises in London. 
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To focus interest on the uses now being found 
for 1.C.I. plastics materials in the production 
of advertising signs and displays 


THE PLASTICS DIVISION OF 
IMPERIAL CHEMICAL INDUSTRIES LTD. 
is organizing an Exhibition at the 


TEA CENTRE 


LOWER REGENT STREET, LONDON 
from FEBRUARY 15th — 20th 


s.W.1 
*.556 


IMPERIAL CHEMICAL INDUSTRIES LIMITED, LONDON, 
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ferraniacolor 
FILMS 


FERRANIACOLOR is the latest and most thril- 
ling colour process for professiona! and amateur 
photographers, yielding utiful transparencies in 
natural colours. Ferraniacolor can be easily proces- 
sed by the user and results can be seen a couple of 
hours after making the exposures—no longer is it 
necessary to wait several days, or weeks, whilst films 
are being processed by a a ee 

Ferraniacolor films are available in exposures, 
in cassettes @ 11 ‘4d. pl _ tid. #1 (afl 810 phon 3 

AB @ 


TAKE 
AND 
SEE 
RESULTS 
SAME 


mireco 


2a CORSHAM ST., LONDON, N.1 
Telephone: CLErkenwell 9743 


MERCURY 
DISPLAYS 


LIMITED 


WORKS & ADMINISTRATION 
EASTWOOD STREET, S.w./6, 
Teles STREATHAM 4 45 

HEAD OFFICE 

il, NEW “OND STREET, W.I. 
Tele: GROSVENOR 871i 


EXHIBITIONS 
DISPLAYS 


SILK SCREEN 
PRINTING 


AND 


PERSPEX 
FABRICATION 


' gnoWCARDs 


jue AROS. STR Aug 
A COSTERS 


cor bee 


~ ye 10 ANY S72, 
at 


ne 
SILK SCREEN ARTS LP 


@7 SHIRLEY ROAD. CROTOOR 


acoorscomesr 


MEST GRatt 
(FAN) tHAgP 
RArT\MAN\H ? 


Shee Sfawice 
\ EXPRESS / 


DOtliviey 


m4 screen printing 


il Maladoe DISPLAYS aladoe, | 


535 GREEN LANES: LONDON W-8 
phone MOUntview 4819 


PLANNED 
PACKAGING 


WILLIAM W. CLELAND LTD. 
PRINTERS AND BOXMAKERS 
STAPLE HOUSE, CHANCERY LANE 
LONDON, W.C.2  — HOLborn 252! 


Giants? 


ihe ory more eflectively than = 
Ask for details, 
Autotype, Brownlow Rd., W.13 Ealing 2691 


NOVEL window display that attracted a large number of 
viewers during the Christmas — riod is now being 
sold by the Acme Showcard & Sign C. fed This consists of a 
drum about four inches high and p ad 10 inches in diameter, 
the visible top portion of the drum consisting of a static turntable. 

Surmounting the drum are two steel chromium-plated rings about 
a@ quarter of an inch thick and 10 inches diameter. The first ring 
makes contact with the edge of the drum and is poised at an angle 
of 45 degrees, thus only a very small proportion (about a quarter 
of an inch) of the ring is making contact with the top of the drum. 
Surmounting this first ring is a second one, also balancing at the 
same angle but in the opposite direction. Motivation is provided 
by electricity. When in motion the rings revolve with rhythm, the 
point of contact moving all round the drum. At the same time, 
the second point of contact (where the two rings meet) revolves 
in the opposite direction. 

The eye is taken immediately to the point of contact between the 
two rings, with the result that any article placed within the area 
of the static turntable attracts immediate attention. The above 
window display, which includes one of the units, was for the Rolls 
Razor Company. . 


Ever Resor 
PIERCING THE 
DARK BARRIER 


ove 450 entries were attracted from ali parts of the British 
Isles to the annual window display competition held by the 
Ever Ready Company (Great Britain) Ltd., in conjunction with their 
“Selling Fortnight.” That figure represented more entries for the 
contest than in any previous post-war year. (See “Advertiser's 
Weekly,” January 7, page seven, and January 14, page 84.) 

Cash prizes totailing £1,000 were offered by the company. The 
All-Britain winner was Bryant's, Cycle & Wireless, of Norwich, 
whose window is shown above. 

The theme selected by Bryant's for their display was the crashing 
of the sound barrier. A high-speed plane with a fuselage composed 
of an Ever Ready battery replica was the main feature. 


. -.-_—  —_— 9 
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Top award winning packs in the Canadian Consumer Package 
Competition were on show at the recent Exposition. 


How to pack successfully 
for the Canadian market 


“TO-DAY a package is just 

as much a part of the 
manufacturer's business as the 
product he turns out,” said 
D. V. Reddick, of the city 
advertising department of T. 
Eaton Co., Ltd, Toronto, 


during the recently held 
Canadian National Packaging 
Exposition. 

Packaging, he went on to say, 
had reached a stage in Canada 
where “imperfections are excep- 
tions to the rule.” While a pack 


had to be eye-catching in a 
modern store, the theory of 


" conservative 
would often stand out. 

This was the second exposition 
to have been organised by the 
Packaging Association of Canada 
and there is to be another next 
November. According to the 
secretary, Charles R. Cornell, the 
show is now accepied as an 
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integral part of Canada's - 
aging field and well established 
as an annual event. 

About 15,000 Canadian and 
foreign businessmen attended the 
last event, making it one of the 
largest non-public trade shows 
ever held in the Dominion. 
Exhibitors were from every 
province of Canada, the United 
States, the United Kingdom, 
Germany, Sweden and Switzer- 
land. 


Sponsored by the Packaging Association of Canada the Industrial 


Containers Com 
of packaging. 


tition was held to stimulate design in that field 
op award winners are shown here. Only Canadian 


designed items were accepted. 


what's 
your <= 


" FANGY 


A small addition to the cost of 
packaging can bring a big 
increase in sales and profits. 


For hand-made fancy boxes to 
market your special lines you 
cannot do better than consult 
THE PACKAGING SPECIALISTS 


‘a A 


Johns, Son & Watts Limited, 2-4 Epworth Street, London, E.C.2. MONarch 7408. 
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Review of Advertising Films 


the public leather-conscious 


“THERE are advantages and 
disadvantages in being 
either the Leather Institute 
with the task of publicising 
“Leather—The Sole of Com- 
fort” or in being the Lead 
Industries Development Coun- 
cil with the task of promoting 
“Lead For Building.” 


Take “Leather—The Sole of 
Comfort” first. Here is a film 
intended for the general public, 
which by showing the properties 
of different hides and skins, tan- 
ne treatment, and the shoe- 
maker's skill, aims to make the 

blic leather-conscious. The 
nstitute’s advantage over any 
individual firm’s attempt to 
achieve the same end lies in the 
co-operation extended to them 
by some 13 firms, two research 
associations, and one manufac- 


hae 


16mm. Films can serve you 

Yes, they can sell, make 

an involved subject simple, 

and they cau prom ote your 
goodwill. 

Your difficult problem may 

be just routine for us— 


our teams are experts on 
industrial films 


SS 


"phone, call or write 
STANLEY SCHOFIELD 
PRODUCTIONS LTD. 
The Specialist Producers of lémm. Films 
6,7 & 8 Old Bond Street, 


London, W.! 
MAYfair 4642/3 


EDF/8! 


Many interests co-operate to make 


such 
and 


turers’ association. In 
circumstances, the factual 
visual material is unlimited. 
On the other hand, the respon- 
sibility and obligation to speak 
in the name of a whole industry 
is a burden which makes for 
worthy but undramatic films. To 
my mind, this is the weakness 
of “Leather—The Sole of Com- 
fort”, a 22-minute Kodachrome 
oduced by Stanley Schofield 
roductions Ltd., in which a 
surfeit of material has had to be 
compr into the allotted 
time, allowing the producer no 
scope for dramatic highlights. 
Yet, it is only the highlights of 
a film which stay in_ the 
audiences’ memories and remind 
them of the rest of the film. 
Audiences are being arranged 
by social and cultural organisa- 
tions in many parts of the coun- 
try. In most cases the film will 
be “ere ae by a lecturer 
whose talk will be 
with exhibits showing leather 
production from raw hide to the 
finished product. Many bookings 
have already been made. 


By PAUL NUGAT 


illustrated * 


HE absence of drama in 

“Lead For Building,” a two- 
part film running for 32 minutes, 
is far less important, because the 
film has been designed for 
audiences connected with the 
building industry as well as 
students studying building and 
architecture, 

The first part deals with the 
mining, smelting, and extrusion 
of lead pipe and traps and the 
rolling of lead sheet. The second 
part, in Kodachrome, is a con- 
centrated picture of the use and 
malleability of lead sheet and 
pipe in the building of a new 

ouse with additional shots of 
the role of lead in older houses. 
The main sequence, which will 
be of particular value to build- 
ing students, shows what is good 
practice in the work of a 
plumber, whether roofing, 
weathering, or laying a lead pipe 
for the water supply. 

While the professionals of the 
building industry will learn 
nothing new about lead—and it 
is a mistake to think that the 
student and the qualified prac- 


Anew form of publicity 
involving the use of a 
filmlet has been used recently 
by Kangol who claim to be 
the first fashion firm to come 
into this fresh field. 

In Coventry Street, Piccadilly, 
Slide Publicity Ltd. erected on 
the first floor a back projection 
cinema which could be seen from 
the bottom of the Haymarket. 
With only 48 hours’ notice a 
22 ft. filmlet was produced from 
the staff training film “Beret by 
Kangol” which Kangol had 
lately shown for the first time 


to the press. 


A scene from the filmlet pro- 
duced from the Kangol training 
documentary. This 22 ft. pro- 
duction has been shown on a 
Piccadilly site. 


The filmlet includes shots of a 
Vogue cover, fashion scenes from 
the Victoria and Albert Museum, 
and a cover of The Queen, all 
showing Kangol berets in high 
fashion piesentations. 


“Beret by Kangol” was pro- 
duced by Rayant Pictures Ltd., 
of Wembley. Running time is 


five minutes and at least 24 
major stores are going to show 
it to their staff. 


The film tours sponsored by the 
Gas Council (see “Advertiser's 
Weekly,” December 24, 1953, 
page 690) are conducted by 
Ronnie Waldman. 


titioner can be embraced in one 
film—this piece of work will 
deserve for its educational value 
a big welcome from all concerned 
with building. Again, the pro- 
ducers are Stanley Schofield Pro- 
ductions Ltd. 
aK as * 
HE Coronation celebrations 
saw a cycle race around 
Britain, organised by the Daily 
Express along the lines of the 
world-famed “Tour de France.” 
The Dunlop Rubber Co. 
grabbed the opportunity to 
sponsor a film of. this event, 
which has now appeared under 
the titlke “Awheel in Britain.” 
From helicopter and every 
other kind of conveyance, the 


1,600 mile trip was “shot” in 
Kodachrome Verity Films 
Ltd. Avowedly produced for 


the legions of insatiable cycling 
enthusiasts, who either ride 
sedately on week-end spins or 
dash off on trial spins at cock- 
crow, the film’s reception is an 
assured success. 

Most perplexing task for the 
cameramen and director was to 
keep track of individual and team 
performances. 

ie 


% 


Part of Lilley & Skinner's mag- 
nificently appointed Pompadour 
Room was temporarily converted 
into a film set during the making 
of the new colour film “Leather 


The Sole of Comjort.” Some 

13 firms, two research associa- 

tions and one manufacturers 

association co-operated in the 
uction. 
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BIGGEST croup 


OF THEM bite 


Just look at these figures... 


More than 3,600 of Britain’s 4,700 odd cinemas (i.e. 76°/,) are Independents. 


Of 1,817 Population Centres outside London, in which there are cinemas, 
1,476 have Independents only, and of these 1,05! are ‘solo’ Independents. 


Through PRESBURYS your sales story can be told in 3,500 cinemas in all 
parts of the country. 


You need this Service... 


PRESBURYS Solus and Semi-solus 
Films—with no restrictions on length 
nor on number of ‘Visuals’ or 
‘Mentions’ of your product. 

Filmiets in cinemas all over Britain. 


PRESBURYS 


for Preference 


PRESBURYS Market Information— 
Member of the Screen Advertising A.sociation and the Production and Distribution. 


Association of Specialised Film Producers 


i te 


5S. PRESBURY & CO. LTD., GLOUCESTER HOUSE, 19 CHARING 


CROSS ROAD, LONDON, W.C.2 Telephone: | WHItehall 3601 
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Unequalled in Kent 


=118,121 Westy Oe Oates 
Associated Kent Newspapers 


Accounts Office 
30 High Sereet, Chatham (Chatham 2213) 
Advertisement Representat:ves 
€. W. Player, Lcd., 30 Fleet Screet, E.C4 
(Central 2786) 


May We Help? 


Our Despatch Department specialises 
in packing and sending orders to all 
parts of the world, together with the 
most convenient methods of invoicing 
and documentation for their customers. 


Write or phone for details 


DESPATCH ~- OVERSEAS ACCOUNTS ~- PERIODICALS 
PACKING OF RARE EDITIONS ~- INSURANCE 
SALES PROMOTION 


BRITISH OVERSEAS BOOK SERVICE LTD. 


Executive Director: John Lowe Manager: L. A. Smith 
20 BERNERS MEWS, LONDON, W.1 Phone: MUSeum 4249 
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GOLD BLOCKING There’s always 


on PLASTIC, LEATHER, more news 


NATIONAL NEWSAGENT 


TO THE TRADE 
AD-STAMPING LTD. 
148 SHOOTERS HILL RD., LONDON, $.£.3 
GREENWICH 3688 


“PROMPT SERVICE 
—and advertising, too! 
* 


Next Special Issues: 
Feb. 6 FANCY GOODS FAIR 
» 20 GREETING CARDS 


» 27 SPRING BOOKS AND 
HARROW CHRISTMAS ANNUALS 
BILLPOSTING 


COMPANY * 

SEND FOR DETAILS AND RATE CARD 

149 FLEET STREET, E.C4 
Tel.: CITy 2604 (5 lines) 


On Oe 
London Printer Offers —— ee 
366 Typefaces ** PERSPEX ”’ 
A new type list, specially compiled | | FQSRICaTING ott. 


for print design rs who know their 
typefaces but have difficulty in 
obtaining om, is available to 

incipals, from Kennerley Press 
Pid. sa 48a Eagle Wharf Road, N.1. 


camps 


A SEQUENCE of five techni- 
color films, all of two 
minutes’ duration, have been 
roduced by Pearl & Dean Ltd., 
or Butlins. Two were made at 
the Ocean Hotel, Saltdean, and 
three at the Filey holiday camp. 
The accompanying scene illus- 
trates the luxurious interior of a 
holiday camp chalet. 

These films form an important 
part of the widespread advertis- 
ing campaign being carried out 
by Butlins. 

Distribution for the three holi- 
day camp films is national. The 
two of the Ocean Hotel are 
being shown regionally. 

Pearl & Dean also produced 
“The Magic Countess” film 
described in ADVERTISER'S 
Weexy, October 22, page 210. 
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Colour films advertise holiday 


A scene from one of the films 
produced to advertise Filey 
holiday camp. 


shown to trade audiences in London. 

of cost for private exhibition to anyone interested in educational 

printing and paper making. The various stages of paper making 

are depicted and the part played by the product in this country's 
industrial progress is emphasised. 


4 age 30-minute film “The Papermakers,” 6 at the Auchmuty 
and Rothes Mills of Tullis Russell & Co., Ltd., was recently 


The film will be loaned free 


Film of the 
the island 


COLOUR film of the 

Tourist Trophy racing in 
the Isle of Man has been very 
well received wherever it has 
been shown. 

The film was “beginner’s luck” 
for Jack Mills, who took time 
off from his job as chauffeur to 
J. W. Howlett, chairman and 


race round 


managing director of Well- 
worthy Limited, in order to visit 
the course. Mr. Howlett lent 
him his camera and he arrived 
back with an 80-minute film 
containing shots of the _ 
interviews with many of 
principal riders, and "nighlights 
ok aded Ten 
i 

a member of the Waleosthy 
team, to do the commentary. 


One of the exciting 
scenes from the 
Wellworthy film 
“Rings round the 
Island” which was 
shot by Jack Mills 
—who had had no 
previous ex peri- 
ence of film pro- 
duction. 
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How to design a 


new type face 


By J. GOULDING, of the 


T= range of “Monotype” 
type faces already consists 
of more than 500 different de- 
signs and as the cost of making 
new ones is very high, and the 
money thus spent has to be re- 
couped mainly by the sale of 
matrices a large number of 
these have to be sold to meet 
costs. 

Because of this, new designs 
are not favourably regarded un- 
less they offer advantages not 
provided by designs already 
available. ere are four main 
reasons for cutting new type 
faces today : 

1. For special purposes, e.g., 
when The Times requested a 
smaller face’ for their front 
page advertisements in order 
to increase its revenue without 
raising the cost of the ep 

2. There is a great lack of 
Eastern type faces in mechani- 
cal composition and the cut- 
ting of Burmese is the Mono- 
t Corporation's latest 

ievement. It is now pos- 
sible to compose the language's 

900 characters by using only 

200 or so basic units. 

3. To fill printers’ (or typo- 
graphers’) needs: time-tables, 
dictionaries, advertising and 
bookwork. 

4. Need for increasing her 9 
of existing designs, e.g., 
titlings, etc. 


First considerations 


The first thing to consider 
about a proposed new t face 
is whether it can x4 read easily 
and what it can used for. 
Are there going to 7 many un- 
usual featuies? What will the 
proportions be—ordinary, con- 
de or expanded? Next 
must be decided the x height; 
how big in proportion and where 
to place it in relation to ascend- 
ing and descending strokes— 
whether in terms of long or short 
lines; horizontal or vertical 
stress; serifs; and so on. 

The ideal size for designers’ 
drawings is two or two and a 
half inches high. When a type 
design is offered to the corpora- 
tion it is submitted to the 
management, who discuss its 
possibilities, ic. its sale pros- 
pects, its possible range of sizes, 
and whether it can be enlarged 
without losing its character. In 
this work technical advisers are 
consulted. After the manage- 
ment has reached its decision the 
design is passed to the type 
drawing-office where technical 
points are discussed. 

If the design is accepted, 10- 
inch outline drawings are made 


Monotype Corporation Lid. 


and examined individually and 
collectively. Detailed study of 
each one is then made and the 
following decisions reached with 
regard to capitals or lower case: 
descender and ascender lengths, 
alignments, face sizes, scales 
(ratios), fitting (side spacing), etc. 
Technicalities have to be taken 
into account, e.g., hair lines must 
not be too fine. 

About 20 trial characters are 
made and proofed showing 
various combinations, sometimes 
photographs are included. Proofs 
are round and criticised. 
If necessary, rts are re- 
designed. A full fount is then 
made and the process is re- 
peated: checking, criticising and 
redesigning. 


A handy size 

The ideal height for original 
drawings is probably about two 
inches, as this is a handy size for 
both the creator and the tech- 
nicians to work with. When the 
original drawings are ready, each 
letter is enlarged to a scale of 
10 inches by means of a projector 
and a careful tracing made of its 
outline. From these tracings 
the 10-inch letters are redrawn 
to special ratios, and, when they 
have been approved, used as pat- 
tens for the cutting of quarter- 
size images in wax on a special 
horizontal pantograph machine. 

On a_ vertical “ re7 
machine the side walis the 
raised copper pattern a'e used as 
a guide in the cutting of a steel 
punch, the entire process of 
which involves 17 stages. Alto- 
gether, 28 different operations 
are involved in the making of 
every “Monotype” composition 
matrix. 

It is generally understood be- 
tween type producing firms that 
faces will not be copied without 

rior discussion and agreement. 

¢ number of variable factors 
involved make it impossible to 
give even an approximate length 
of time needed to produce a new 
type face. The Monotype Cor- 
poration itself has been con- 
cerned with restocking firms who 
lost equipment during the war 
and for that reason it has had 
very little time to consider new 
ones in this country. 

Would it be advantageous to 
have a national committee in- 
cluding all interests to decide 
which type faces should be cut, 
and what kinds of additional 
type faces are needed? 

The truth is that this is not a 
practical p oposition. Even dis- 


regarding the commercial aspe-t 
too much depends upon resolv- 
ing the individual's personal 
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ABC NET SALES 
JULY-DEC., 1953 


129,729 


1,000 square miles of Beds, Herts and Bucks (with 

probably the lowest figure of unemployment in the 

coun is the area through which our eleven 
individual local newspapers circulate. 


mi 4S [= 


Rate Cards for the Group or individual papers, on request. 


REPRESENTED IN LONDON BY 


WILL KITCHEN jr. LTD., 131 Fleet Street, E.C.4 


Phone: CENTRAL 1960 


Head Office: MANCHESTER STREET, LUTON 


Phone: LUTON 5050 
Advertisement Manager: C. W. Gilder 


A Bigger SALES FORCE | 
FOR YOUR NEXT CAMPAIGN 


FAMILIES 
_ EVERY a. 


LONDON. CPR. CRANE. 44 FLEET ST. EC4, TEL. CEN 6620 1)” 


taste in the matter. 


Technical articles of real interest to engineers 
and executives appear regularly in the new 
monthly Mechanical World. If your products 
appeal to the Engineering Industry, send for 
free specimen copy and rate card. 


= Mechanical World 


= sae coRrO 


ENCINEERING RE 


Published monthly in London and Manchester 


Emmott & Co.Led., 50 Temple Chambers, T eA 
Manchester . 


venue, £.C4 
Office: 3) King Sereet West, 5 
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Mrs. Claire Harvey, ag ¥ 
fan M.P., (director, W 
Crawford Lid.), "with their baby 
jer, Margaret Alwin, at their 
Richmond home. Mrs. Harve L 
- daughter of Sir Basil May 
Felthor Hall, Norwich, oad 
ler of raf ristopher Mayhew, M.P. 


THAT MAN... 


SOME OF the London experiences 
of Donald Howat (of Howat Adver- 
tisivg Service, Glasgow) were re- 
at a recent forgathering in 
Fleet Street. There was a time 
when, on behalf of J. Lyons & Co,, 
“That Man Howat" (the phrase is 
embodied in his letter heading) per- 
suaded Londoners to take their 
meals home ready cooked. He also 
claims to be the only provincial 
agent to have been invited by the 
British Trawlers Federation to pre- 
e¢ an “Eat More Fish” campaign 

or nation-wide marketing. 
In the heyda a the dance-and- 
night-club era, . Howat, with an 


associate, opened a night club in 
Shaftesbury Avenue in premises 
vacated by the German Waiters’ 
Club. Many stage stars, artists and 
press notabilities attended the open- 
ing. 

If ever he carries out his project 
to publish his life story it should 
make amusing interesting 
r 


* * * 
BBACK FROM Holland, where 


Brown has 


Attwood pone pa are Ag -~ 
consumer — 
now 
fe  ~ 
For the past 5 
few years he 
has been gen- | 
eral manager 
of Attwood 
Statistics; in & 
future he will @ 
be concerned § 
with the tech- @ 
nical side of & 
the Attwood 
Consumer gg 
Panel in Eng- 
land and 
abroad. 
This will 
a good deal of travelling for 
e visited Germany and 
Copenhagen before Christmas. 

Mr. Brown came to Attwood's 
from the London School of 
Economics. During the war he 
served in Bomber Command. 


Two “Roman Gladiators” 


were used to introduce the new Solaise Apricot 
Nectar at a launching party at the Park Lane Hotel last week. 


With 


them are (left to right) actresses Patricia Cutts and Ann Hanslip and 
7V announcer Noelle Middleton. 


WINSTON’ S WORDS 


IN CONNECTION with the award 
of the Nobel Prize for literature to 
Sir Winston Churchill, the Digest 
of Current Affairs issued by E. 
Lindsay . Smithers (Pty.) Lid., the 
Johannesburg agency, does well to 
record some of the great man's 
words at the International Adver- 
ising Conference in London in 


“Advertising nourishes the con- 
suming power of men. It creates 
wants for a better standard of 
living. It sets up before a man the 
goal of a better home, better cloth- 
ing, better food for himself and 


STILL RING TRUE 


his family. I spurs individual 
exertion and greater production. It 
brings together in fertile union 
those things which otherwise would 
never have met. . . 

“If we are to supply the ape 
of the modern SUPP it can only 
be on the basis of mass co-opera- 
tion and mass co-operation can 
only be obtained by advertisin 
The business of advertising tos a 
big part to play in the future of 
the world and we feel sure it will 
prove faithful to its task." 

Sir Winston's words are, if 
possible, even more cogent to-day 
than they were 30 years ago. 


Master mariner § 


NOT MANY salesmen, | imagine, 
are qualified master mariners. One 
who is, however, is P. G. Guildford, 
sales education manager of Hoover 
Ltd., who retires this week after 
some 35 years with the company. 
Mr. Guildford went to sea in 1907 
and by his 21st birthday had set foot 
in every continent. e served in 
both world wars, being mentioned in 

tches in the first, and retiring 
as lieut.-commander. 

Mr. Guildford was one of the 
first Hoover sales representatives. 
In 1920 he went north to pioneer 
the company’s affairs; he started 
dealers’ accounts, engaged and 
trained salesmen, and opened district 
offices covering Yorkshire, Durham 
and Northumberland. In January, 
1933, he became branch manager of 
the company’s branches in Scotland 
and Northern Ireland. The follow- 
ing year he returned to London to 
establish and develop the sales 
education department, formulating 
a training eo opening train- 
ing schools, and engaging the per- 
sonnel to staff and operate these 
schools. 

Mr. Guildford is having a bunga- 
low built near Hastings, where he 
can maintain his interest in the sea, 
and indulge his hobby as a gardener. 


* * * 


With ‘Northern 
Whig’ for over 30 
years 


WHEN W. G. McCord left the 
Northern Whig, Belfast, to go, in 
an executive capacity, to that 
rapidly expanding firm, Belfast 
Food Products, his place as adver- 
tisemenc manager of the Northern 
Whig was taken by his second in 
command, John Cunningham (no 
relation to the Cunningham family 
who own and run the paper). Mr. 
Cunningham has been with the 
Northern Whig for more than 30 
years, and in his time put in a 
good many years as a 

well as having had much advertise- 
ment administration experience. 

Mr. Cunningham is no stranger 
to Fleet Street, having frequently 
relieved Ernest Ha the London 
manager, during holiday periods, 


* * * 


Hundreds of 
scripts 


New producer-writer 
Film Producers Guild is Harold 
Goodwin, whose radio and film 
scripts and productions already 
number hundreds and cover a wide 
range of subjects, 

Mr. Goodwin's career began in 
the Ideas and Developments Depart- 
ment of Cdhams Press, and after an 
appointment with the B.B.C. pub- 
licity department he worked with 
the late John Logie Baird as 
ublicity manager for the original 
Baird Television Company. 

He first ventured into radio script 
writing and production in 1935 and 
later became chief of the script 
department for G.B. Screen Services 
and producer in charge of Naval 
films for that company. After 
writing and producing films for the 
Services during the war, he joined 


for the 


, co-driver of a 
Monte Carlo Ray. is seen 
here at the map desk. 


G.B. Instructional as 
script department and 
producer in charge of 
division. and documentary 
vision. 
* * 


py a successful career in 
British advertising—he has been ad- 
vertising manager of such firms as 
& Co., Ltd., and 
Co.—F 

where he was an account 
executive, to go to Hobart, Tas- 
mania, and start a new life at the 
age of 53. His story is a remark- 
able one. He had no intention of 
taking up advertising n, but on 
arriving at Hobart he found that a 
recession had already set in. So 
he decided to start again from 
scratch, although this meant that 
his clients would have to pay his 
fees since the newspapers apparently 

give no commission to any 

placed on the island. 

First, he managed to secure the 
advertising of the island’s largest 
store for a year, and since June he 
has secured a small group of 
accounts in wool, ae 
machinery, and shippi 
now well establis' 
nearly as much as 

on. 

Hutchison doubts whether 
there is any scope for a {fully 
canoe oorich in Tasmania, since 

salaries are high and overheads out 
of all cleion to the business pro- 
curable. But an experienced “‘one- 
—_ -band,”” such as he operates, 

> along very well. e tells 

t he will be pleased to act 
for advertising agencies, manufac- 
turers or others who are interested 
in exploring Tasmanian oppor- 
tunities. 

“It is clear that the trend here 
is very pro-American,” he writes. 
“As more migrants arrive from the 
European states, the population 
tends to grow more cosmopolitan, 
and the living freer and less rigid 
by our standards.” 


Contact 


WEEK'S WISECRACK 


~ 


Our PR man suggests we 
write a new trumpet 
voluntary for Persil. 
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WHAT YOU WANT 
TO KNOW AT 
A GLANCE 


Adverti 
“Pring - 


£50 per page, Black & 
White. Each additional 
Colour £10. Bleed-off £10 
extra, Special positions 
on application. 


. 
Readership 
“A” & “B” class, with an 


appeal to all house-owners 
and intending buyers. 


Copy Dates 


Last day for the copy if 
proofs are required: Sth 
of previous month. 


Type Area 


Whole page: 10” deep x 
7” wide. 120 screen, 


General 
Contents 


© “SpringtimeintheGarden” 
by Fred Streeter—Fashion 
Articles by experts—-Gen- 
eral Legal Articles by 
a Barrister at Law— 
“Woman's World”—arti- 
cles on the woman's angle 
in the home! Decorating 
and Furnishing—Historic 
Houses—-Leisure and Plea- 
* : ; dé sure: Book Reviews, Plays, 
oe . Ve. i T/V, Records,etc. 


on March Ist -and everg month 


For further details and specimen copy please write: 


LON, General Advertisement Manager, Princes Press Ltd., 147 Victoria Street, 
A. W. ST. JOHN DIL Westminster, $.W.1. | Telephone: Victoria 6423/4. 
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THE PAPER 
aid the readers 
WHT THE 
BRIGHT IDEAS 


It is not our custom to use extravagant 
adjectives to describe the many and 
varied successful reader-interest features 
which are one of the many factors 
making “ The Star”’ London’s Brightest 
Evening Paper. But when 
over 110,000 readers 

at our invitation, write and send in 
their own bright ideas for tips and 


wrinkles to make life simpler, we 


feel justified in calling the response 
* phenomenal ’. 

Our readers’ enterprise has earned 
for them already over £2,000 in prize 
awards. We continue to offer {1.1.0 
for publication, £5.5.0 for the best 


daily, and 25 guineas for the best of 


the week. 
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We tHear 


To focus ae yr on the use of 
LC.I. plastics in advertising - aA, * 
and displays the plastics division of 
Im Chemical Industries = 
organising an exhibition at the Tea 

Lower Regent Street, 
London, in February. 
* o* * 

125,000 copies of the Welsh 
tourist booklet have been printed in 
five languages and are being dis- 
tributed in Germany, France, Hol- 
Pom Portugal and Spain as well as 


out Britain. 
* + * 

A series of A ae film 
hows, arranged by W. J. Broome, 


ata officer of C. G. Skipper, 
public motor dealers, will be given 
before an invited audience of local 
farmers in the firm's private cinema. 
* * * 
Following a fall Harold Black has 
announced his pending retirement 
as editor of the Birmingham Weekly 
Post. Alan Fitton, his deputy for 
the last six years, has been ap- 
pointed acting-editor. 
* a * 
Ingersoll are issuing a new shelf 
strip to jewellers which will hold 
four Ingersoll watches. 


Printers’ luncheon 


Twenty “kindred organisations” 
were represented at a luncheon of 
the council of the British Federa- 
tion of Master Printers in London 
when the chief guest was J. R. 
Simpson, newly appointed controller 

of Her } Majesty's Stationery Office. 
The Federation president, Kenneth 
B. Reid, was in the chair. 
* ca of 

The offer of advertising rights on 
its bus shelters, so as to increase 
the revenue of the undertaking, is 
recommended by Wallasey Corpora- 
tion transport department. 

ok x * 

Nearly 2,000 firms, classified by 
trades in 5,000 entries, under more 
than 1,000 main headings, are con- 
tained in the 1953 edition of the 
classified trade directory of members 
of the ds hamber of 
Commerce. 

om * * 

Plans are being made to set up a 

blicity committee to cover 
North Norfolk coast holiday area, 
including Cromer, Sheringham, the 
Runtons and Overstrand. 


New Trufood showcard 


Now appearing in chemists’ shops 
all over the country, a new pro- 
motion card for Trufood Ltd.'s 
infant cereal is printed in green and 
vivid yellow to conform with the 
colour scheme of the pack. 

ok a bd 

The executive directors of G. 
Street & Co., Ltd., played host to 
more than a hundred of their clients 
and press friends at a cocktail party 
at the Savoy Hotel last week. 

* * a 

Lambe and Robinson Ltd. have 
moved into the third floor of 
Sceptre House, Regent Street, Lon- 
don, recently vacated by Auld and 
Tilbury Ltd. Early next month they 
will expand still further into 
pee across the road at 13 New 

rlington Street. 

* a * 

W. H. T. Tayleur (Publicists) Ltd. 
have opened additional offices at 
37-38 Strand, London. 


Publications News and Notes 


Free monthly for 


fishmongers 


The launching of Fish Selling, a 
“plain, Straightforward business 
paper,” m announced by 
Arthur J. Heighway Publications 
Ltd., publishers of Fishing News. 

new monthly will be mailed 
free of charge to 12,000 wholesa’e 
and retail fishmongers. Costs wiil 
be borne by an alliance of the ad- 
vertisers and the publishers to bring 
to their readers particulars of what 
is new in marketing, packaging and 
shop-fitting. Services to readers 
will include the direct distribution 
to manufacturers of individual re- 
quests for information. 

+ + * 

_ The “Fitting Phrases” com 
tion which occupied two whole 
pages of advertisements in the 
Christmas week issue of John Bull 
proved so popular that the maga- 
zine is — 2 similar competi- 
tion in this week's issue. Another 
16 advertisers are taking part in this 
two-page competition in which two 
prizes of £50 are offered for the 
most skilful entries. Readers are 
invited to place specially selected 
phrases to a number of advertise- 
ments. Entries will be judged by 
a panel of —. n 


Rufus, the miniature Brodie 
owned by Sir Winston Churchill, is 


the subject of the month's 
“Favourite Pet's Picture” a the 
February issue of The Tail-Wagger. 


* * + 
a 4 a ae 4 Almanac” a 
given free with every copy 
the Irish Times to appear on 
Saturday. 


More centenaries 


Last Friday the Derbyshire Times 
issued its centenary number. A 
special feature reproduced the front 
page of the original issue (photo- 
raphed at the British Museum and 
ring the signature of the founder, 
F. A. Hatton), and contained g 
wishes from Her Majest 
Queen, Sir Winston Churchill, M 
Attlee, the presidents of the oe 
paper Society, Newspaper Pro- 
prictors Association, National 
Union of Journalists and individual 
journals, M.P.s and notabilities, as 
— as a calendar of events duri 
A. history and pictures o 
ou Derbyshire. A front-page panel 
announced that, with A.B.C. figures 
for July-December, 1953, of 82,044 
for the feow and 106,211 for the 
roup, Derbyshire Times still 
the cc weekly sales of a 
county weekly in Great Britain. 
na * 

The ne Herald will cele- 
brate its 100th anniversary on April 
2. Founded by James McKay, the 

esent editor's great-great-grand- 

ather, the a has remained in the 
same or throughout its history. 
* + 

Pag Age has been  in- 
creased in size to crown quarto, 
with no increase in advertisement 


rates. 
ca * . 

After 18 years under its original 
name, Store retail trade monthly 
will be known as Stores & Shops. 
The title has been extended to in- 
dicate more precisely the readership 
coverage. Store Annual Directory 
has similarly been renamed Stores 
& Shops Directory (8th) edition. 


aa several full-page enter- 
tainment oto features sponso’ 
by the nas theatres, the Manchester 
Weekly Newspapers last week issued 
a two-page spread of Belle Vue 
Circus news stories and photos, sup- 
Pe y relevant advertising. 
, Buckland-Smith, publicity 
er of Belle Vue, provided the 
editonal and photographic cover 
and the two pages ran through all 
editions of the Manchester City 
News series. 
+ 


€ * 

Gordon Pirie has been chosen 
Sportsman of the Year 1953 in the 
national ballot organised 

ecord, 


‘Advertise’ advice 


“Get together and advertise” was 
4 title an article in the Tailor 
and Cutter explaining how a group 

of tailors can set about pl 


ADVERTISER'S WEEKLY 


‘Men Only’ is to 


incorporate 
‘ a. ’ 
London Opinion 
London Opinion will cease as 
a separate publication with the 
issue on sale March 30 and will 
be incorporated in Men Onl 


with the May number, whic 
will appear under the title, Men 
Public ¢ 


Reginald Arkell, founder- 
editor of Men Only, will retire 
after a long association with 
Newnes-Pearson, “5 we 
and will be =e t a 
Minney, finn producer, Jt 
and editor of various publica- 
tions before the war. 

With the Mey number, to be 
ublished on — 14, the = 
ishers are em —,s on 
ppecet ey a 

Only was sundiied ta in 1935, 


a campaign in their local news- 
papers. 
na * * 

An A Times prize fish con- 
test, involving the catching of 
marked fish from the Leeds and 
Liverpool canal, has been adver- 
tised in the Leeds and Bradford 
evening papers and by posters in 
the district. 

. ok * 


+ 
The Yorkshire Observer's Trade 
Review of 1953 included a compre- 
hensive survey of the wool, textile 
and associated industries, as well 
as other predominant industries in 
the West Riding, and a wool te 
chart which traced the tren 
prices since 1919. The Review runs 
to 48 pages, 12 more than last year. 


This week's issue of The Autocar 
contains ° jo fe govee —_ 
- a fully illustra report of 

+p’ >- Carlo Rally by ss 
— Me. who followed the 
petitors over much of the 2,000-mile 
run. 


* 

Dairy Farmer will appear com- 
pletely remodelled, with four 
column format, more Pages, more 
pictures, and better quality paper 
on March 1, Wey minimum 
circulation will we 60,000 

* 


Edited by Robin Welsh, Scottish 
amateur tennis and curling star and 
keen golfer, is a new monthly, The 
Scottish C 


The Pytram Silent vitinn Salesman 


A battery-operated Turntable that runs 
continuously 24 hours a day for more than 4 
weeks on two sixpenny batteries. 


Goes anywhere. 


7 ee oe oe = © 


Can be switched off when not required. 


No wiring required. 
Carries a weight up to 4 Ib. 
Revolves at 4-5 times per minute. 


PRICE £3. 3. 0. Post free. 


Quantity prices on request: 


for ‘live’ publicity 


PYTRAM LIMITED, DUNBAR ROAD, NEW MALDEN, SURREY 
Telephone: MALDEN 3225/7 


Pa 


i 

& 
a 

i 


‘a er > s es ne eae 7 hee ee ieee: 7 a 
‘ Pag e) a. = p , vs att its de 1 a > ee 1 SO Ueciatead a Ph ee, ae — - 5 
p , * a F 
————— - 2 
er a 
ki a 
Pe 209 ee 7 
- 
‘7 
, : 
_ 
oes 
ae 
a 
— | 
~ “tear 
ne: 
a 
ee 
7 
ae 
ene a, 
* ri 
a tect 
— - cL oy 
i 
a 
= i 
Pe Pe 
. “FOR YOUR DISPLAY ‘7 
| ‘ a 
ie 
» “SRS 
ee ae 
ae 
Pan | an 
eee 
, ‘fe 
& 
- 
= = 2 ba 
‘ | 
ee . - 
a Pa 
ya 2 
ee a 
- 
Be) 
= — esas 
7 ‘a i 
Sy ) 
yé : 
\ a 
iro. a 
ae 
: 2 : ee ha 
: 4 - 7 a os ro ~ - a ie 
_ a | e : on ee eo.) 2 eo 2 ~ + of! me i. a ae 
eee Sane a ee oe 8 4 eae aie 


ADVERTISER'S WEEKLY 


T.G. Scott & SonLtd 
for 


HONEYWELL BROWN 


_ BOPRAEED lebTROmeatariae ‘ 
Ms AB ME On ts bet. 


manufacturers of 


ElectroniK Potentiometers 
(Indicating & Recording), 
Differential Converters & 
Associated Receivers, Mod- 
ulating Control Equipment, 
Protectoglo Combustion 
Safeguard Equipment, to 
reach makers of preserves, 
pickles, milk products, 
soup, sauces, etc. 


FOOD MANUFACTURE 


Stratford House 
9 Eden Street, London, N.W.! 


cureel dealing wth oll 
Furl deli in which 
earth-moving and earth- 
moving equipment are in- 
volved—open-cast coal and 


and Public Works 
is another publication 


LEONARDI 
TECHNICAL GROU 


MANUFACTURING CHEMIST 
VIRRES (NATURAL AND SYNTHETIC) 
PAINT MANUPACTURB 
WORLD CROPS ATOMICS 
FOOD MANUFACTURE 
POTTERY AND GLASS 
BUILDING MATERIALS DIGEST 
MUCK SHIFTER 
PReTROLeUM 
CHEMICAL AND PROCESS 
ENGINEERING 


Stratford House 
Eden St., London, N.W.1 
Specimen coples on request 


Two agents will share Batchelor Soup 


Notley to handle i 


Crompton-Parkinson 


Cecil D. Notley EO — 
August last 
the advertising x 


This campaign will 


J * 
take the biscuit 
What is described as “the biggest 
advertising campaign in biscuit 
history” breaks on February 5. It 
will be for Glengarry biscuits, made 
by Macdonalds of Glasgow. 
During February there will be half- 
pages in the Daily Express, Daily 
Mirror, Daily Herald and an exten- 
sive list of Pr ginch newspapers, 
together with 8-inch doubles 
don evening newspapers. These 
will be followed by smaller spaces 
which will continue until June. 
Three mailing shots are being sent 
to grocers throughout the country. 
Double-page spreads are being taken 
in the trade press. The account is 
= 


arley Lid, 
Pearls and pipes 


for new Brobat line 


Fresh, a new disinfectant ger- 
micide with chlorophyll, is being 


| launched by Brobat Manufacturing 


Co., Ltd. It will be backed by an 


extensive national advertising cam- 


paign. 

Pull pages are being taken in the 
trade press. The Brobat coupon 
scheme for retailers is being ex- 
tended to cover the launching of 
Fresh. Traders will get a coupon 
for each two-dozen box they order. 
For one coupon they can obtain a 
double row of French pearls or an 
English briar pipe, for five a deco- 
rated gilt-edged tea set, for six a 
wrist watch and for 12 a canteen of 
cutlery. E. W. Barney Ltd. are 
the agents. 


Irish resort using 
Luxembourg - 


Bray, the Republic of Ireland re- 


| sort, is to sponsor a series of weekly 


quarter of an hour spots on Radio 
Luxembourg. The first programme 
will start next Thursday, February 
4. It will pope, 8 ans 
singi rsonality”’ who is billed as 
the M stery 


7 Star.” The agents 
are McConnell’ Advertising Service 


Tide starts again 
with a splash 


A half-page in the Daily Express 
on AMoniy marked the openin, 
the 1954 campaign for Tide. ae 
current slogan is “Tide gets clothes 
clea That's why Tide wins 
the world over.’ 
Large sparse have been booked 
in national daily and Sunday news- 
and women's 


| Xeents: Young b Rubicon Ld. ; 


account 


Batchelor’s Chicken Noodle soup 
and other foil pack soups will be 
handled by Foote, Cone & Belding 

. as from April 1. Advertising 
for all other Batchelor’s products, 
including processed peas, baked 
beans and canned soups, will re- 
main with Mather & Crowther Lid. 

Lt.-Col. Maurice W. Batchelor, 
chairman of Batchelor’s Peas Ltd., 
told ADverTISeR’s WEEKLY: “With 
the development of the market for 
foil packed soups we consider it of 
the utmost importance that the ad- 
vertising arrangement for these pro- 
ducts should be handled separate 
from Batchelor'’s other national 
vertising campaign in respect of 

soups. 


Two new products 
from J. C. and J. Field 


J. C. & J. Field Ltd. have allo- 
cated a heavy appropriation to 
launch two new products—Lavend- 
air air conditioner and Care medi- 
cated hand cream. 

Two extensive advertisin 
paigns have been planne 
national dail newspapers 
women's weekly and monthly maga- 
zines. 

Lavend-air advertising will feature 
the phrase “. . makes rooms 
rden fresh.” 

efills will sell at 2s. 6d. 

A joint trade press campaign has 
been launched using double page 
spreads. The aay yt handled 
by Colman, Prentis & Varley Ltd. 


using 


Covering London 


New advertisers using Greater 
London's Greater Press this week 
include Peerage brassware (Reid 
Walker Advertising Ltd.), Workers’ 
Travel Association (Alfred Bates & 

Ltd.), Ventine & Odone 
h _ Presto lawn 
A 


aomchestanh ), 
Camelon Iron Co 
& M 


(s 
(Glasgow) ). 


Now—TV biscuits 


from Weston’s 


Weston’s have added a new line 
to their range of ~~ _or 
assortment. Advertisi 
last week with an | ee uel 
column space in the Daily Herald. 
Other national newspapers are on 
the schedule. Erwin Wasey & Co., 
Led., are the agents. 


Grange 


Ltd. 


It retails at 3s. . 


JaNUARY 28, 1954 


No stale crusts for us now 
theyve changed to 


LYONS 
SUPERBREAD 


tastes better 
stays fresher 


ae 
NO WASTE! * ~ 


This is one of the \6-sheet four- 
colour posters being used in the 
ion area. 


Dorland get Lyons 


bread test scheme 


Dorland A Ltd. have 
been appointed to handle two test 
schemes for Lyons Superbread. 
The campaigns cover the Luton and 
Bristol areas. 

For the Luton area 80 16-sheet 
four-colour posters are being used 
on sites in the Dunstable, Hemel 
Hempstead, Harpenden, atfield, 
Luton, St. Albans and Watford 
districts. Supplementing the scheme 
will be mobile bulletin ds which 
will tour the campai area on 
Saturdays. indow bills will also 
be used in agents’ shops. 

For the Bristol campaign 11 in. 
triple column spaces are being 
booked in newspapers in that area. 


Local scheme for 


short cake mixture 


Pearce Duff & Co, Ltd. are 
launching a sales promotion drive 
for a new short cake mixture which 
only requires the addition of three 
ozs. of margarine. A regional cam- 
paign is planned using local news- 
papers in the Kent and Sussex area. 

isplay material is being distri- 
buted to retailers and demonstra- 
tions are planned for departmental 
Stores. Free sample vouchers which 
can be exchanged for the short cake 
mixture are also being included in 
Pearce Duff custard powders, blanc- 
manges and jellies. 

Pearce Duff are also marketing a 
double pack containing a three pint 
pack of blancmange and a six pint 
7 of custard powder for Is. 2d. 

mal price would be Is. Sd. The 
agents are Knight 


o* 


Two major schemes for furniture 


The Lebetkin organisation, furni- 


ture manufacturers, have launched 
national advertising campaigns for 
the products of two of their sub- 
sidiary comnpantes, Lebetkin Bros. 
Ltd. and Nesta Ltd. 

Spaces have been booked in the 
national press and provincial daily 
and weekly newspapers, as well as 
in such publications as Radio Times, 

eal ome and Homes and 
Gardens. Trade press is also being 
used. The campaigns will continue 
on this level for some months. 

“It is our intention to give 


dealers the strongest ible sup- 
port in handling our Trimline bed- 
room and dining room unit range, 
said Louis Lebetkin, —_ 
director of the organisation. “Nesta 
Ltd., who have manufactured up- 
holstery and bedding for 50 years, 
will be featuring their 1954 range 
of bedding and divans.” 

Showcards and brochures are 
available for retailers. The agents 
are Greenlys Ltd. 
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AT A GLANCE 


Accounts 


BATCHELORS CHICKEN 
NOODLE AND FOIL 
PACKED SOUPS to Foote, 
Cone and Belding Ltd., as from 
April 1. (Other Batchelor 

vertising remains with 
Mather and Crowther Ltd.) 


CROMPTON - PARKINSON 
to C. D. Notley Ltd. 


PEARL CONTROLS LTD. 
automatic temperature a 
safety control engineers, to 
Commercial Advertising Ser- 
vice Ltd. Campaign in trade 
and technical press. 


LYONS SUPERBREAD to Dor- 
land Advertising Ltd. Cam- 
paign in Luton and Bristol 
area. 


HUNTER PENROSE LTD. and 
Cherry Coats and Suits Lid. 
to David Macaulay Advertising 
Ltd. 


J. LEON AND CO., LTD., cigar 
importers and tobacconists, to 
Larder & Stevens Ltd. 


BRITISH VITAMIN  PRO- 
DUCTS LTD., public relations 
account, to Editorial Services 
Ltd. 


LAVEND-AIR and Care hand 
cream, made by J. C and J. 
Field Ltd., to Colman, Prentis 
and Vari Ltd. Extensive 
campaign in national dailies, 
weekly and monthly women’s 
magazines and trade press. 


CHILTON ELECTRIC PRO- 
DUCTS LTD., makers of Kub 
and Buk dry shavers, to S. C. 
Peacock Ltd. (London). 


ENGLISH MACHINE TOOL 


EXPORT GROUP to A. 
Anderson (Guildford). 
PARVALUX LTD., makers of 


fractional horse power motors, 
to D. H. Brocklesby Ltd. 


BRYDONIA GARMENTS, with 
advertising in provincial papers 
covering Northern Counties, 
Scotland, Wales and Isle of 
Man, Hygex brushes, national 
dailies and women’s magazines, 
and Microwave Instruments, 
technical journals, to Stowe 
and Bowden Ltd. (Newcastle- 
upon-Tyne). 


BRITISH AND INTER- 
NATIONAL ADDRESSING 
LTD., public relations account, 
to S.C. Peacock Ltd. (London). 


FRESH disinfectant, made by 
Brobat ea) Co 
Ltd., to E. W. Barney Ltd 


THE DISTILLERS COMPANY 
(BIOCHEMICALS) LTD., de- 
scribed as the biggest adver- 
tisers of anti-biotics in the 
medical and pharmaceutical 
press, The Agricultural 
operative Association Léd., 

new advertiser using farming 


a 3 ; 


mals, General Acoustics 
using national and trade 
press, The Standard Life 
Assurance Co., of Edinburgh, 
advertising extended to 
national press and specialised 
journals, and N. VY. Lijempf, 
Dutch condensed milk, to Jo 
Haddon & Co., Ltd 


Campaigns 


FARROW’S CANNED FRUITS 
AND VEGETABLES, using 
national daily and Sunday 
oe ee and trade press 
ir ky . Walter Thompson Co., 
td.). 


WESTON’S TV ASSORTMENT, 
using - national newspapers 
(Erwin Wasey and Co., Ltd.). 


D.D.D. PRESCRIPTION AND 
BALM, using national daily 
and Sunday newspapers, 
women’s magazines and nurs- 
ing journals (Dudley Turner 
and Vincent Ltd.). 


SPICERS Al TOILET PAPER, 
using national daily news- 
papers, magazines and local 
press and trade press (W. S. 
Crawford Ltd.). 


WILLIAM GIBSON AND SON, 
.. first national advertisin 
for Woollaton underwear an 
one (Gordon Advertising 
td.). 


BRAY DEVELOPMENT COM- 
MITTEE, using Radio Luxem- 
bourg (Direct). 


MINOR’ ASPIRIN, manufac- 
tured by Greenford Chemicals 
Ltd., using national and even- 
ing newspapers and women’s 
magazines (Cecil Swann Ltd.). 


TIDE, usin 
(Young an 


national ress 
Rubicam Ltd.). 


ADDRESSOGRAPH - MULTI- 
GRAPH LTD., using technical 
and trade press (Larder and 
Stevens Ltd.). 


TRIDENT BATHING CAPS, 
made by W. W. Haffenden 
Ltd., using Radio Times, 
women’s weekly and monthly 
magazines and trade press 
(Kent and Sussex Advertising 
Ltd., Canterbury). 


RHEUMANELLA FLEECY- 
SHEETS, using women’s maga- 
zines, local newspapers and 
trade press (the J. Walter 
Thompson Co., Ltd.). 


ROLAKOTON PAINT 
ROLLER, made by Stephenson 
Brothers Ltd., using monthly 
home magazines and trade 
press (E. W. Barney Ltd.). 


QUALCAST LAWNMOWERS, 
using national newspapers and 
magazines and trade press 
(Brandis-Davis Agency Ltd.) 


LEBETKIN ORGANISATION, 
furniture manufacturers, using 
national press, provincial daily 
and weekly newspapers and 
trade press (Greenlys Ltd.). 
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TOOTHILL CHAIRS,  usi 
national press (Stowe a 
Bowden Ltd 


HILLS PLYWOOD, extended 
advertising tp wmreg jour- 
nals (Stowe and Bowden Ltd.). 


LAVENDA KNITTING WOOL 


using women’s and other 
weekly magazines, starting 
February (John Tait & Part- 
ners Ltd.). 


GLENGARRY BISCUITS, using 
half-pages national and pro- 
vincial dailies and 8-inch d.c.s 
in London say jonae, 
Prentis & Varley Ltd 


PEARCE DUFF SHORT 
CAKE MIXTURE, using 
local newspapers in Kent 


and Sussex (Arthur Knight 
Co. Ltd.). 


Legal and Gazette 
WILLS 


Geonoe Davo Greenwoop, of 317 
Wimbledon Park Road, 8.W.19, chair- 
man and managing director of Trade 
and Travel Publications Lid., left 
£5,021 12s. 4d, gross, £4,963 13s. 1d. net. 

Haaren Beenanp Haaren, of 109 
Clarence Avenue, New Malden, Surrey, 
former chief regional officer of the Central 
Office of Information, southern region, 


left £8,841 3s. 8d. gross, £8,788 18s, 2d. 
net. 


NEW COMPANIES 


Arista-Castelli Models Lid., 87 Paradise 
Street /32 Cleveland Square, Liverpool, 1. 
Manufacturers and sellers of advertising 
and display models, Nominal capital: 
£1,500, Directors: F. Arista and M. 
Castelli, 

R.LA. Advertising Lid. Nominal capital: 
£100. Directors: Mrs. J, J. M,. Lawrence 
and Mrs, G. Isaac, 16 Woodville Road, 


Ealing, W. 

Ronnylight Display Signs Lit. 6-48 
Holloway Head, Birmingham. Marufac- 
turers of and dealers in neon and electric 
signs. Nominal capital; £1,500. Directors: 
P. W. Jenks and W, BE, Ingram. 

Fishers of Torquay Lid., Castle Circus 
House, Torquay. Advertising agents and 
contractors, printers and = = engravers. 
Nominal capital: £1,000. Director : 
LE. Pisher. 

Harris & Sheldon (Display) Lid., 31 
Stafford Street, Birmingham, 4. Manufac- 
turers, suppliers, lenders, hirers, fitters 
and builders of display and other fittings 
and fixtures. Nominal capital: £100 
Directors: S. J. Baker, BE. C, Stewart 
and G. Ireland. 

Bell Bloom & Co., Lid. Proprietors, 
primers and publishers of periodicals, 
magazines, journals and newspapers. 
Nominal capital: £100. Subscribers : 
H. C. Blackborrow, 5 New Court, W.C.2, 
and G,. R., Jeffreys. 

Thomas G. it. Publicity 
agents and specialists. Nominal capital 
£100. Directors: T. G. Birtles and Mrs. 
.. Birtles, Pine Ridge, Shoreham, 


CHANGES OF ADDRESS 


my 4, K (London) Lid., w 17 Savile 


Row 


Croner aes | to 143 London 
Road, Kingston-on-Thames, Surrey. 


Newslines tw 41 St. 
London, 3.W.1. 


James's Place. 


Sandbrook, & Co, Lid, w 
42-43 Horse Pair, Birmingham 2 


“Shipley 
(London Y a to 8 Pleet Street, Lon- 
B.CA 


don, 


ADVERTISER'S WEEKLY 


(Continued from page iii cover) 


PRINTERS 


PRINTING 
London Advertising Agency 


requires 
LETTERPRESS PRINTERS 


specialising in first-class quality 
work and up to the minute service 
at competitive prices. Firms with 
night staff preferred, but not 
essential. Please do not reply if the 
necessary quick service cannot be 
given, either for production or 
estimating. 


Box 6627 
Advertiser's Weekly 180 Fleet St EC4 


BUSINESS OF FURTUNITIES 


A PUBLISHING HOUSE ts prepared to 
offer £5,000/£10,000 for the outright 
purchase of, or controlling interest 


T 
Box 6325 Ad. ‘Weekly 180 Pleet St BOA 

WELL-KNOWN PUBLISHING HOUSE 
wishes purchase established Specialist 
or Trade Monthly, of would consider 
management on commission basis. Write 
Box 666, Reynells', 44 Chancery Lane, 
W.C.2 

TECHNICAL Engincering, ~ Bleciricai 
Chemical, Ethical, Industrial, Smal 
sroup of specialists seck One or Iwo 
Good Clients, with a view w offering a 
first-class personal service, Plan, write, 
create, produce. Literature, Press, 
Direct Mail, Highest agency standards 
Jacobson, 4 William TV Street, Strand, 
W.C.2. (TEM 1744) 

VITREOUS ENAMEL ADVERTISING 
SIGNS used by advertiser in large 
numbers Quotations wanted. Write 
Box 6663 Ad. Weekly 180 Pieet St BCS 

ADVERTISING MANAGERS who have 
not yet received details about the 
forthcoming “Asian Annual 1954" are 
invited to write to “Eastern World,” 
45 Dorset Street, W.1 

PERIODICAL AND BOOK WORYP. 
PRINTERS will shortly have a capa- 
city for an additional £30,000 of work 
per annum and would like t hear 
from Publishers who require « 
specialised service and «a contract 
Price 
Box 6600 Ad. Weekly 180 Fleet St BCA 

PUBLISHERS prepared to dispose of 
good-will of Press Agency following 
change in business policy. Present 
activity based on weekly Press service 
of fiction, features, articles and fillers 
syndicated tw 160 newspapers and 
periodicals in 30 countries, Wide soope 
for improvement and additional outlets. 
Certified accounts. Exceptional oppor- 
tunity for free-lancers, agents and 
feature agencies interested in foreign 
markets, Write 
Box 6658 Ad. Weekly 180 Pleet % BCA 


PERSONAL 


YOUNG CONTEMPORARIES FXII. 
TION, 1954, R.B.A. Galleries, Suffolk 


Street, S.W.1, Jan, 25th-6th Feb. in- 
clusive. Admission Is. 6d. 10 am.- 
5 pm 


MISCELLANEOUS 


DEBTS collected throughout Britain 
result—no fee. [irilegal (stab. 


. No 
, 1919), 
80 Leeds Road, Bradford. 


SPECIAL ANNOUNCEMENTS 


DUPLICATING. No order wo taree or 
too mall, we specialise, Send your 
copy for quotation (or at request our 


Representative will call) to: Secretariat 
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ADVERTISER'S WEEKLY 
APPOINTMENTS VACANT 


Independent Theatre Group 
require resourceful 
PUBLICITY EXECUTIVE 


Must be able to write fluently and 
concisely. Write stating age, edu- 
cation and full details of previous 
experience and salary required to ; 


Managing Director 


Box 6646 
Advertiser's Weekly 180 Fleet St EC4 


SPACE 


FIRST-CLASS SELLER required 
tw obtain Industrial Advertsing for 


well-known old established journal. 
jon commensurate with 

calibre, Full details of experience, agc, 

ete., in srict to 

Bou 6485 Ad, Weekly 180 Pleet St BCS 


LAYOUT ASSISTANT 


(male) 

required for Advertising Department in 
London. Must be able to produce finished 
layouts for gy Werature ond press 
ction and some copy- 
wet enporionce an edvantage. Alternate 
jays, canteen, superennuetion scheme. 
og with details of age, experience and 

salary required, to: 


Box 6626 
Advertiser's Weekly 180 Fleet St EC4 


PUBLICITY ASSISTANT (unior) re- 


quired for engineering company in 
Victoria area. Work clerical rather 
than creative. Pive-day week. Write, 
giving details of education, age and 
wages required, 

Box 6536 Ad. Weekly 180 Fleet St BC4 


CLASSIFIED ADVERTISEMENTS 


RATE Asremrnanrin VACANT, p> 4 ser Sue, Oh. on 
a nw 


WANTED, 3s. per line, 35s. per disptay panei = 
Gasibcotions, 4. per line, 45s. per display panel inch. Minimam, 3 lines. Box No. 
charge, one lime plus 9d. covering postage, etc. Series rates on application: all 
advertisements ander seven insertions MUST BE PREPAID. Address “Advertiser's 


Weekly,” 180 Pileet Street, London, ECA. CHAncery 8844 (Ex. 25). 


APPOINTMENTS VACANT 


Situations Vacant: “The engagement of p these ad 
be made through « Local Office of the Ministry of Labour or a 


Employment 


Scheduled 
ee 2 a ee oS ee ee ae eo ene oe oe 
unless he of she, oF pted from the provisions of the 


Netiiontion ef Vacancis Ocder 1993." 


APPOINTMENTS VACANT 


COPYWRITER 
Required 

to prepare copy for folders, circu- 
lar letters and catalogues, etc., 
relating to Gestetner products. 
Applicant should be capable of 
writing clear and interesting cop 

from technical data supplied; he will 
also be required to edit a Factory 
House Magazine with House and 


overseas circulation. Write or 
'™ 


ACCOUNT EXECUTIVE 


We want an experienced man of about 30 to handle a variety 
of accounts. If he is able and ambitious he will find a good 
future with us. 


LAYOUT /TYPOGRAPHER 


Main (but not entire) concentration will be on two well- 
known National accounts. Responsibility right up to final 

proof stage. Slick well-tailored clients’ layouts and the 
bility to handle type well are essential. 


Profit Sharing and Pension Schemes apply to both posts 


Write stating age, — agency experience (not less than four 
years). Mark your letter ‘ Staff’. 


S$. C. PEACOCK LTD. 
Maddox House, 215-221 Regent St., London, W.!. 


Mi nny at at 4 ARTIST for | YOUNG LADY required for Production 


Agency. Experience Dept. of medium-sized advertising 
yr con cosential, Write, giving full agency. Essential to have real experi- 
details, to ence of block ordering, type setting, 


Box 6470 Ad. Weekly 180 Fleet St BC4 checking proofs and copy detail so that 


NOTLEYS 
wish to appoint a 


COPYWRITER 


We are seeking 2 really first-class, 
experienced copywriter who is also a natural 
advertising man. There are probably 
only about two or three people of the 
calibre we require. Applicants should 
send specimens of their werk and 2 
resume of their experience in the 
first instance to the: 
MANAGING DIRECTOR 
CECHL D. MOTLEY ADVERTISING LIMITED 


15 HILL STREET, LONDON, W.1 


she can work on her own initiative. 
Write, giving oon, age and 
salary required, 

Box 6550 Ad. Weekly 180 Pleet St BC4 


G. S. ROYDS 


LTD. 


Incorporated Practitioners in Ad- 
vertising, have a vacancy for an 
executive who has considerable ex- 
perience in overseas advertising and 
marketing. He should have a sound 
agency background and a personal 
and current knowledge of at least 
some of the major markets. Appli- 
cants—preferably under 40 years 
of age—should give fullest particulars 
including education and previous 
appointments held. They should 
state, in precise terms, those markets 
in which they have had most ex- 
perience, and the type of advertising 
and selling problems they have had 
to meet. All correspondence will 
be treated in confidence 
Apply to: 
The Secretary 
G. S$. ROYDS LTD. 


160 PICCADILLY, W.! 


A LONDON AGENCY secks a man who, 
at present, is probably with the Pub- 
lichty Department of a large Company. 
He need not have agency experience 


but must be able to write really live 
copy on subjects ranging from technical 
products to consumer goods, He must 
also be capable of supplying all the 
answers on top-quality prestige print by 
building up the story from scanty in- 
formation, supplying rough scamps and 
sound ideas on colour and style. A 
good salary will be paid tw the right 
man. The appointment is pensionabic, 
and applicants should write, stating age, 
full details of experience and salary re- 
quired, wo 

Box 6473 Ad. Weekly 180 Fleet St BC4 


'Phone your Classifieds to CHA 8844 (Ex 25) 


Pp , Stating experience, age 
and salary required to: 


Tel. tle TOT 220! 


VEISUALISER required for publicity con- 


sulants to the engineering industry. 
Pully experienced and capable of quick 
initial layouts for adverts and layouts 
for wide variety of brochures, etc. 
Agency - trained 7" pref 
Good salary. S.W.1 area 

Box 6501 Ad. Weekly 180 Fleet St BC4 


PRODUCTION 
MAN 


Press and Print 
For small but expanding London 
Agency. Educated, intelligent, 


agency trained young man required. 
Quick advancement to managerial 
status assured if capabilities proved. 
D.A.A. or A.1.P.A. student preferred. 


Box 6624 
Advertiser's Weekly 180 Fleet St EC4 


GENERAL ARTIST, aged 25-30, re- 


quired for Fleet Street studio. Must 
be experienced in drawing for repro- 
duction, advertisement -layout and 
lettering. Knowledge of type an ad- 
vantage, Five-day week. Details of 
experience, age and salary required to: 
General Manager, Business Publications 
Lad., 189 Fleet St., E.C4, of phone 
CHAncery 8844, Ext. 131 for appoint- 
ment. 


EVERETTS 
require a 
TYPOGRAPHER 
with at 


least 4 years 


agency 
experience 


Write stating age 
and salary required to: 
Mr. K. H. Walter 
Everetts Advertising Ltd. 
10 Hertford Street, W.1. 
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CLASSIFIED ADVERTISEMENTS 
ASSISTANT Senior Production 


SPACE-BUYING 
DEPARTMENT G. S. GERRARD LTD. —— 


A position occurs in an important ADVERTISING with all-round knowledge of type 
Advertising A for d , 
cuae can @ OEE woute es ARE MAKING A CRITICAL SEARCH FOR Cony, WY oe er 


Must have good organising ability 


perience i esimatlacheul work EXPERIENCED LETTERING ARTISTS nie cathinnaliienc, 
and recording of media details etc. Te, oy 
maaan oe ag ong NATIONAL ADVERTISING EXPERIENCE ESSENTIAL oun vides tides be 
figures. Some space-buying know- CAPABLE OF INTERPRETING AND DEVELOPING clients. Salary according to quali- 
ledge would be an advantage as VISUALS. B fications. Apply, with full details 
would an all round knowledge of of experience, stating age and 
pee  agec a THE POSITIONS OFFERED ARE WELL PAID, pr pC | Os 
‘ CONDITIONS IDEAL WITH FIVE DAY WEEK AND 
Bor 6586 OPPORTUNITY FOR PROGRESSIVE ADVANCEMENT. GILBERT ADVERTISING LTD. 
Fleet 10 Norfolk Street, London, W.C.2 
Rerertiear's Weel 169 Mest St O84 WRITE OR PHONE ART DIRECTOR . 
" TECHNICAL ARTIST ired in old- 
CAPABLE, croerienoed owcuive e- || 10 ARGYLL ST., W.1. Phone Ger. 6816 — 
of ensineering on consultants. he By a jo 
Box 6595 Ad Woekty 180 Ficet St BC4 | VISUALISER/LAYOUT MAN. Outstand- | OUTDOOR POSTER SITE FINDER write Bateman Artists Ltd., 109 Kings- 
es eqeoraiy fer we — man in comstved. good wares and commissions. way, W.C2 
isualisi out, 01 t jenced ; 
LAYOUT MAN are Technical and Industrial and appli | Box 6309 Ad; Weekly, 180 Pleet #1 PCS eS ee 
cats must be capable of producing | PRODUCTION. Experienced man re- Sieiem eeamhell me ee sy ~ 
wanted Layouts for presemation to Clients. quired for London Agency w handle ' 7 a — imple ‘i in ad _o 
Write in confidence, giving details of high class sales Literature. Must have cufacians’ tmmatiaiit a - 1o 4 
Young and ambitious. Able to career and salary required, to ‘ previous Agency exnerience. Full de- operate with cochnictons Able to deal 
produce slick pencil layouts for Bos 6563 Ad. Weekly 180 Pleet S: EC# tails, including salary required, to with simple layout, proof correction and 
Mail O: der C H flet Box 6564 Ad Weekly (80 Pleee & Pew all-round duties of a publicity depari- 
Ht Or atalogues, Leaflets, etc. SPACE SALESMAN i doy — 4 2. ment, Salary offered up w £500 pa 
Write stating experience, age and required by vaniinn AGeme. te Ss seoenne ne, een nae 
ary to:— Advertisement Manager details of age, experience and salary facilities. Please apply, stating age and 
The Personnel Manager dont a oe two established maga- avons. Ad, Wedtin 10 Fes & HER pang > gy wattty 105 Pan @ O08 
5 d, ection ” , y Ss BO \ " 
The Great Universal Stores Ltd. | | | Wich book publishers an advancag = ~ 
Devonshire St.,Ardwick, Manchester 12 lt 
PRODUCTION. Young Man required Adverticer's Weakly 180 Pleat Se ECA 


for Lond 
for London Agency to handle Technical | ic mneainnene aces A national newspaper organisation has two 


and a sound knowledge of Block Order- DESIGNS to the Verein! seems, o- 
ing and Typefaces casential, Write fully geting the bocks successfully made, 
o and keeping track of the various stagcs, important vacancies in the Publicity Depart- 
Box 6565 Ad. Weekly 180 Pleet S BC4 is no business . AL a begirner who 


ou understand the job from A to , 
There is a vacancy in an office 
headline very Mish quality work: those ment of its London headquarters. They 
VISUALISER with the necessary knowledge—gained 
in a marcfacturer’s own advertising de- 


partment, or maybe os process house, are for: 

who is particularly strong on Highest relerences | fo for accuracy and 

figure work required by Box 6572 Ad. Weekly i80 Pleet St BOS A first class Copy and Ideas man, sound 

London agency (IPA) serving and original, with a command of crisp, 

the most important range of ASSISTANT convincing English. 4 

industrial accounts, including 

National advertisers, in the ADVERTISEMENT A first class Layout man with an under- 

country. Right man will be MANAGER standing of good illustration and typography 

between 25 and 35, with at ecilied-by as well as a flair for vigorous modern - 

least 5 years’ agency ex- presentation. 

perience. He will join a happy ADVERTISER'S WEEKLY 

team and enjoy unusually Must be first-class salesman, aged h of these posts represen opport 

good working conditions. Five 30-35. Obvious prospects for the a = : . ap y yea a = 

dey wath tt deaiien edits. right man. Applications, which will an app’ ucations are Invi only from men of out- aie, 
be regarded as strictiy confidential, standing ability, preferably with agency experience a 

Write giving brief details of should be addressed to the and not over 35 years of age. 

age, experience and starting General Manager Write in confidence giving details of career and 

CREATIVE DIRECTOR || “itsttens) LTD. require an advertie- Box 6580 
aes 0688 copereacs, of amhe-ap tor Gat Advertiser’s Weekly 180 Fleet St London EC4 


annual ref book: Replies 
Advertiser's Weekly 180 Fleet St EC4 330 Gresham House, Old Broad. Street, 
E.C.2, giving details of age, experience 
and salary. 


’Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 
APPOINTMENTS VACANT 


a 
SENIOR EXECUTIVE 
is required 
by a large London Agency. The man 
we are looking for should have a 
good education and appearance, 
@ thorough knowledge of modern 
advertising procedure and the 
ability to contact clients at top level. 


Letters giving full particulars, age 
and salary required should be sent 


in confidence to: 


Box 6602 
Advertiser's Weekly 180 Fleet St EC4 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


Vacanti: “The engagement of persons answering these advertisements must 
of E 


made through « Local Office of the 


REPRESENTATIVE required w take 
charge of the London Office of a 
reputable County Weekly Newspaper 
series Must have thoroughly sound 
knowledge of newspaper advertising 
and possess personality ane — Good 
references essential Ap 

Box 6592 Ad. Weekly ig) a Ss 4 


ADVERTISEMENT REPRESENTATIVE 
Experienced salesman required 
MIDLANDS AREA 
First-class displayed media with considerable 
local appesl Cetatslichad 4 


territory. Present salesman earning £25 p.w. 
minimum. Write in confidence to; 


Box 6687 
Advertiser's Weekly 180 Fleet St EC4 


require Media Man 


Must have 2-3 years’ Agency experience and be 
fully conversant with all types of media. Apply 
giving details of experience, salary required etc., 


to Staff Manager 


C.P.YV. 
34 GROSVENOR STREET, W.1 


INDUSTRIAL ARTIST, aged 25 w 30, 
single woman, wanted for Work Study 
Department of large commercial con- 
cern in Westminster area. Accustomed 
to exhibition or display work. Good 
free hand leuering, Engineering or 
Architectural wecing an advantage. 

xd sense of colour, Superannuation 
scheme, staff canteen, S-day week, otc 
Write, giving full particulars, to Box 
764, c/o Dawson's, 28 Craven Strec:, 
Wc, 


GENERAL ARTIST required w pro- 


duce good slick roughs and finished 
artwork, figure work an advantage 
40-hour week and no Sats. Experi- 
enced men only. Also Lettering and 
Still Life Artists required. Write or 
phone Mr. Gibbs, Maxwell Clarke 
Lid., 34-35 High Holborn, W.C.1. 
CHAneery 4565. 


VISUALISER—up to £1,000 p.a. and the 


opportunity to work on_ interesting 
Northern accounts awaits the right 
applicamt. Expanding provincial agency. 
Accommodation arranged, write Art 
Director. 

Box 6629 Ad. Weekly 180 Fleet St BC4 


Saward Baker 


STUDIO 
MANAGER 


to supervise production of first-class art 
work for all forms of advertising from 
visuals to finish. Expert knowledge of 
suitability of various art techniques to 
processes of reproduction is essential, as are 
ability to supervise and enthuse staff artists 
and to commission good outside talent for 
art work and photography; also experience in 
control of costs and assessment of charges. 


Please write in confidence, giving short details 
of experience, age and salary required to: 


Studio Direction, 
SAWARD, BAKER & CO. LTD., 
27 CHANCERY LANE, LONDON, W.C.2 


REQUIRED IN MOST PROVINCIAL 


districts, Free Lance Space Salesmen 
interested in taking additional line, 
20 per cent commission, Write to 

Box 6619 Ad. Weekly 180 Fleet St EC4 


REPRESENTATIVE required. First class 


media. London area. Good com- 
mission. Apply with references Ww 
Britannic Publicity Lid., 68 Shaftes- 
bury Avenue, W.1, GERrard 0844. 


Experienced 
Typographer 


required by medium sized 

agency. Must be capable of 

preparing typographical lay- 

outs and adaptations for Press 

and Print on a wide variety of 
products. 


Write stating experience and 
salary required, to: 


Box 6585 
Advertiser's Weekly 180 Fleet St EC4 


EXPERIENCED DETAIL 


IF YOU CONSIDER YOU ARE A 


REALLY GooD ALL - ROUND 
CREATIVE ARTIST, why not con- 
sider joining us? . Live in the coun- 
try, although less than an hour's 
journey from London, work under 
ideal conditions, work a 40-hour week 
with at least £15 at the end of it. 
Write to Joughin Advertising Lid., 73 
High Street, Chelmsford, Essex 


SERVICE 
ASSISTANT required for progressive 
position, to work on busy national 
accounts. Superannuation scheme. 
Five-day week Write, giving full 
details, to C. Belsey, Irwin Wasey Co., 
Lid., Brook House, Park Lane, W.1. 


JUNIOR COPYWRITER offered excel- 


lent agency opening in expanding or- 
ganisation § specialising in technical 
and industrial accounts. Previous 
agency experience desirable, but not 
so important as real aptitude for 
writing and desire to work hard to 
develop it. Write, giving age, cduca- 
tion and experience and salary 
required, to Taylor Advertising Ltd., 
115 Gower Sweet, W.C.1, 


JANUARY 28, 1954 


APPOINTMENTS VACANT 


Fully Experienced 


FASHION ARTIST 
Required 


An excellent opportunity occurs 
in a leading London Studio for 
a First Class Fashion Artist fully 
experienced in full and free wash 
technique in full colour. A 
progressive future assured. 


Please ‘phone Art Director 
PRI. 8821 


POINTEL DESIGN COMPANY require 
another general artist for roughs and 
finished work in all processes. Must 
be experienced and know something 
of reproduction. Telephone WHitchali 
5991 for appointment 

ADVERTISING ASSISTANT ww cam 
with advertising department of Midlands 
engineering firm. Knowledge of phow- 
graphy useful in addition to some ex- 
perience in copy and layout work. 
Interesting background for intelligent 
young man. 

Box 6644 Ad. Weekly 180 Fleet St BC4 

PUBLICITY DEPARTMENT of large 
Engineering Firm requires young man 
with sense of Catalogue design and 
layout, and ability to make line draw- 
ings for reproduction from working 
drawings. Pension scheme; canteen. 
Write giving details of age, experience, 
and salary required to 
Box 6633 Ad. Weekly 180 Fleet St BC4 

LAYOUT/GENERAL ARTIST required 
by advertising studio of periodical pub- 
lishers. Must be able to produce rough 
visuals, finished roughs and finished 
artwork when necessary. Write giving 
details of age, experience and salary to 
Box 6630 Ad. Weekly 180 Fleet St BC4 


PUBLICITY 


SALES PROMOTION 


is available in Manchester with 
a Company who are nationally 


known leaders in their field. 
= 


The person we want must have 
a solid background of advert- 
ising experience, must be able 
to conduct public relations with 
national, fashion and trade 
press and have an imagination 
and breadth of vision to take 
advantage of an unusual 
potential provided by a 
buoyant and growing business. 


Box 6579 
Advertiser's Weekly 180 Fleet St EC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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JANUARY 28, 1954 


APPOINTMENTS VACANT 


ASSISTANT TO 
ART DIRECTOR 
REQUIRED 


An interesting opening occurs 
in a London Agency for a 
male or female assistant to 
the Art Director. 
This is in no way a creative 
job, the qualifications required 
are: experience in art buying, 
ability to cope with necessary 
accounting and above all 
methodical efficiency. 


Write in first instance stating 
experience and salary 
required to: 

GENERAL MANAGER 


Box 6626 
Advertiser's Weekly 180 Fleet St EC4 


CLASSIFIED ADVERTISEMENTS 


SCOTLAND 
CALLING! 


Advertising Agency in Scotlantl’s Capital 
will shortly have vacancy for fully qualified 
commercial artist. 

have Agency experience and be 

cma of producing roughs and first-class 
lettering and art work for reproduction. 
Excellent opportunity for keen young Artist 
to join en expanding Agency blished in 
one of the World’ 's most beautiful cities 
— up to four figures, especially for the 
who epprecisies time is money! 


wits giving details of age and 
experience to: 


Box 6582 
Advertiser's Weekly 180 Fleet St EC4 


Expanding 
West End Agency 


requires an additional man for 
mechanical production dept. Agency 
experience essential. Progressive 
positionand salary. Preferably aged 
23-25. Write stating age, ex- 
perience and salary required. 


Box 6584 
Advertiser's Weekly 180 Fleet St EC4 


ARE YOU THIS PERSON?-—Young 


man, or lady, experienced with block 
making, type setting and gencral copy 
detail routine, wishing for a change to 
a friendly medium-sized advertising 
agency where ability and initiative can 
be noticed. If so, please write infor- 
mative lteter wo C.P.C., 18 Thurloe 
Place, S.W.7. 


YOUNG LADY (18-20) required for 


West End Advertising Agency, prefer- 
ably one with copy dispatch and proof 
reading experience. Pive-day week. 
State Ty experience and salary 
required 

Box oso 2 Ad. Weekly 180 Fleet St BC4 


A CONSCIENTIOUS SPACE SALES- 
MAN required by London trade and 
technical journal publishers. The man 
we are looking for has a successful 
record of selling at executive level. 
This is a first-class opporwnity for 
reliable man with good references, aged 
30-35. Write fully, giving age, details 
of experience and present earnings in 


confidence to 
Box 6635 Ad. Weekly 180 Fleer St BC4 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


POSTER WRITER 
Used to cinema posters, tickets, etc. Required 
by leading East Anglian Studio at Great 


MALE ASSISTANT required by Adver- 
tising Manager of large multiple 
Concern with office in London. Must 
have had experience of direct mailing, 
and knowledge of other sales promo- 
tion media is preferable but not essen- 
tial. Good wages and prospects are 
offered w suitable applicant. 
Box 6596 Ad. Weekly 180 Fleet St BC4 
PRODUCTION.—Young man approxi- 
mately 23-24 years required for 
medium-sized Agency. Abie to con- 
trol group of Accounts, do small type 
lays and work without supervisior. 
Knowledge of print an advantage. 
Write giving full particulars and salary 
required to 
Box 6597 Ad. Weekly 180 Fleet St BC4 
LONDON ADVERTISING AGENCY 
has vacancies for assistants in Space 
Buying Departmen and General Office. 
Knowledge of advertising practice and 
routine necessary. Shorthand and 
typing essential. The positions are 
progressive and offer opportunities for 
advancement. Full particulars to 
Box 6598 Ad. Weekly 180 Fleet St BC4 
FIRST CLASS SIGNWRITER for dis- 
play and exhibition work (Trade 
a many a Wages and permanency. 
Tudor 8 


MAN 
required by agency handling technical 
accounts. Previous experience on machine 
tool advertisement and catelogue work 

essential. Age 30-40. 


also 
RETOUCHING ARTIST 
for high class machine tool work, lettering, 
photocolouring. Previous agency experience 
essential. Write giving experience, age 


ay 


th Write giving details of age, 
experience, etc 
MUNFORD POSTERS LIMITED 
Dene Side, Gt. Yarmouth, Norfolk 
Interview arranged in London. 


wi 

charm and imtelligence, and experi- 
enced in retail selling, required by 
leading Manufacturer. Successful 
applicam will, after proper initiation, 
be sent to serve behind the counter 
of any Agents throughout the country 
who require assistance. The remunera- 
tion is good and the position is a 
Permanent one. Write, giving fullest 
particulars e age, experience and 
qualifications, 

Box 6603 Ad Weekly 180 Fleet St BC4 


EXPERIENCED 
GENERAL ARTIST 


required in Agency studio. Must be 
first-class man, a thoroughly good 
letterer and preferably with some 
experience of film advertising work. 

post is progressive and offers 
scope for creative design both in 
b/w and colour. Generous profit 
sharing scheme. Full particulars and 

salary to: 


Box 6583 
Advertiser's Weekly 180 Fleet St EC4 


ASSISTANT TYPOGRAPHER 


Graham & Gillies Ltd., are seeking 
a young typographer, preferably 
with practical typesetting ex- 
perience and agency training. This 
is not a job for a beginner. It does 
offer good opportunity for a young 
man who wants to specialize in 
typography. Write, in confidence, 
stating age, experience and salary 
required to: 


The Secretary, 


GRAHAM & GILLIES LTD. 
37 Golden Square, London, W.1. 


A LARGE GROUP of Engincering 


Companies wishes to appoint a Copy- 
writer for its Publicity Department. 
Applicants should have an enginecring 
technical background and some 
journalistic experience, preferably with 
technical papers. Age between 25 
and 35. The responsibilities of the 
successful applicant would include 
coliating copy for technical Bt» py 
tions, press releases, and 

general assistant in the Publicity 
Department. Salary by arrangement. 
Box 6594 Ad. Weekly 180 Fleet S& BC4 


JUNIOR LAYOUT ARTIST required, 
male/female, age approximately 20 
Pinished Art not essential, Write 
gomns wages required and experience, 

any. 
Box 6562 Ad. Weekly 180 Pieet St BC4 

PUBLICITY ASSISTANT.—Young man 
aged 22-28, required by London 
“book” publishers. Experience of 
copy writing essential and knowledge 
of layout and typography an advan- 
tage. Hours 9 to 5.30 (5-day week). 
Write, stating age, ~ ~ ee experi- 
ence and salary required 
Box 6590 Ad. Weekly 180 Fleet St BCs 


PRODUCTION 
ASSISTANT 


Interesting position available 
for keen young man, age 20- 
30. Must have a good know- 
ledge of art, production, 
photography and _ display; 
with strong organising ability 
and flair for “getting things 
done.” A knowledge of cars 
desirable, but not essential. 


COPYWRITER 


A vacancy occurs for a 
creative copywriter, wishing 
to specialise in car sales litera- 
ture. Ability to write dis- 
tinctive copy with selling 
appeal—based on practical 
car knowledge, 


Please write to The Directors 
THE 
ASTRAL ARTS GROUP 
LIMITED 


171 New Bond St., London, W.!. 
GROsvenor 8711 (10 Lines) 


COMMERCIAL ARTIST for sudio of 
Packaging firm, good modern lettering 
essential Apply with specimens to 
Personnel Office, Hunt Partners Led., 
Theydon Road, Clapton, E.5. 

CAPABLE YOUNG LADY with know- 
ledge of layout and finished work. 
Excelent prospects for person with 
initiative. Sudio «situated ) N.W. 
London convenient Stanmore /Met. 
Line, 8, 46 and 52 buses. Write stat- 
ing age, experience and salary required. 
Box 6588 Ad Weekly 180 Fleet St BOS 


accounts. 


Experienced 


visualiser 
wanted 


to team up with copywriter of equal 
weight to form new creative group work- 
ing on a variety of interesting national 
Agency experience essential. 
Phone or write to Art Director, 


GRO 5351 
T. B. Browne Ltd., 117 Piccadilly, W.1. 


Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER’S WEEKLY 


APPOINTMENTS VACANT 


Layout Artist 
wanted for 
SOUTH AFRICA 


P.N. Barrett Company (Pty.) Lid. 
are looking for another first-class 
imaginative layout artist, preferably 
able to do finished art, with agency 
experience, for their 


JOHANNESBURG STUDIO 


This is an interesting and enjoyable 
job, carrying a salary of about 
£100 per month (depending on 
qualifications) and good prospects. 
Pleasant working conditions, five- 
day week and superannuation fund. 
Passage will be paid. Write, giving 
full details of previous experience, 
and enclosing a representative 
selection of specimens, including 
as many original layouts as pos- 
, to: 


Art Director 


P.N. BARRETT 


COMPANY (PTY) LTD. 


P.O. BOX 694, CAPE TOWN 


ORDER AND PROGRESS CLERK 
waned for Printing Office. Age 22-26 
years. Good prospects for young man 
with some experience and good per- 
sonality. Write stating experience and 
salary required wo 8S. Sidders & Son, 
Lu 115 Salusbury Road, Queen's 
Park, N.W 6. 

INVOICE CLERK (male) for large 
Agency. Typing an advantage. Good 
prospects for advancement. Write stat- 
ing experience and salary required. 
Box 6634 Ad. Weekly 180 Pleet S BC4 

FIRST-CLASS RETOUCHER required. 
Write stating age, experience and salary 
required to 
Box 6637 Ad, Weekly 180 Pleet St BCA 

LONDON AGENCY is sepking the ser- 
vices of a man with experience of art 
charging, Write, stating age, experience 
and salary required to 
Box 6638 Ad. Weekly 180 Fleet St BC4 


PRODUCTION GROUP 
MANAGER 


required 
by large London Agency to take 
charge of a group responsible for 
Mechanical production of a number 
of varied accounts. 3 to 4 years’ 
experience essential. Apply with 
particulars of experience to: 


Box 6628 
Advertiser's Weekly 180 Fleet St EC4 


SHORTHAND TYPIST required for busy 
production department of London 
Agency. Knowledge of production 
routine an advantage, but not essential, 
Telephone EUSton 6033. 

DESIGNING/LAYOUT ARTIST  re- 
quired, with developed typographic 
sense, and able to produce slick roughs 
for press and printed matter, Modest 
sived L.P.A. Agency, a ag A. team; 
Pleasant conditions; sound 
page scheme, Telephone HOLborn 


SECRETARY /PRODUCTION ASSIS- 
TANT required for London Pubiicity 
Consultant. Some experience of block 
ordering, liaison with printers, checking 
copy. Able to work on own initiative. 
Progressive post. 

Box 6631 Ad. Weekly 180 Pieet St BCS 

FIRST CLASS STRIP ARTISTS and 
cartoonists are invited w offer their 


services to 
Box 6604 Ad. Weekly 180 Fleet St BC4 


210 


CLASSIFIED ADVERTISEMENTS 


ogagement of perscas answering these edvertisements mast 
made through « Local Office of the Ministry of Labour or a Scheduled Employment 


eee © 6 ee ae See ene © 2 See ae tae 
” provisions the 


she, of 


from 
Notification of Vacancies Onder 1982.” 


LAYOUT ARTIST ? 


if you can show that you have 
both flair and sound agency ex- 
perience, if you can produce quick 
visuals or complete schemes for 
both consumer and technical ad- 
vertising, if you work well with a 
team, there’s a good job waiting 
for you now at 
SAMSON CLARK & CO. LTD. 
57-61 MORTIMER STREET, W.1 


Ring MUSeum 5050, Ext. 115 for 
appointment. 


YOUNG LADY required for Agency 


(W.C.2) w handle the collation of 
costs on blocks, art work and prim in 
preparation for charging w clients. 
Avency experience preferred and know- 
ledge of blockmakers invoicing desirable. 
Write stating age, details of previous 
experience and salary required to 

Box 6632 Ad, Weekly 180 Fleet St BC4 


YOUNG ARTIST required for layout 


work, Knowledge of type an advan- 
tage. Write, giving details of age 
and experience, to 

Box 6613 Ad. Weekly 180 Pleet St EC4 


LEADING NATIONAL ADVERTISER 


of consumer goods is appointing a 
junior designer to work on general 
and point-of-sale display, packaging, 
etc Will be required w produce 
visuals to presentation standard. Send 
specimens, details of experience and 
salary required to 

Box 6614 Ad. Weekly 180 Fleet St BC4 


PRODUCTION 
ASSISTANT 


Large London Agency requires 

production man with 2-3 years’ 

experience of mechanical produc- 
tion for progressive position. 


Box 6662 
Advertiser's Weekly 180 Fleet St EC4 


WALTER BRIAN Ltd. 
(SILK SCREEN PRINTERS) 


Require the services of a top 
grade representative. Applicants 
for the position, which is perm- 
anent and progressive, must have 
a sound technical knowledge 
of the industry. 
Write in strict confidence, giving 
full details of experience, etc. 


WALTER BRIAN Ltd. 
407 Hornsey Road, N.19 


JANUARY 28, 1954 


APPOINTMENTS VACANT 


EXPERIENCED VOUCHER-CLERK re- 
quired by busy West End Agency. 
Age 25/35. Must be prepared to take 
responsibility in a steadily growing 
Department. Excellent opportunity for 
right applicant. Write, stating age, 
experience and salary required, to 
Secretary, Greenlys Lid., 9 Berkeley 
Street, W.1 

PRODUCTION ASSISTANT required 
for copy detail work in Publicity 
Dept Position is permanent and 
pensionable. Write, giving details of 
experience, age and salary expected, to 
Box 6607 Ad Weekly 180 Fleet Si EC4 

ADVERTISING CANVASSER required, 
either sex, willing to travel, regular 
employment, 
duce references. 
commission basis. 

Box 6618 Ad. Weekly 180 Fleet St BC4 

SENIOR ART DIRECTOR wanted for 
overseas office of J. Walter Thompson 
Company Please write in detail to 
the Ar Director, J. Walter Thompson 
Co., Lid, 40 Berkeley Square, 
London, W.1. 


The Warner-Hudnut group 
of pharmaceutical and cos- 
metic companies 
to their staff: 


An Assistant to the Cosmetic 
Seles Manager. Age 30-40. A man 
of proved ability in the cosmetic field, with 
original, but practical ideas and forceful 
but pleasant, personality. 
Pr i Assi ( ) to the 
Advertising Manager. Man or woman of 
demonstrated ability in this field. Preferably 
about 30. 
Cadets. A few men who have done their 
national service and whose education, 
background and personal qualities make 
them suitable, will be trained as medical 
representatives, cosmetic salesmen or pro- 
duction men with sdequste pay while 
learning. A world-wide organisation offers 
scope for good men. 


Write confidentially, giving full particu- 
lars education, experience and present 
or past salary: 
Managing Director 


W.R. WARNER & Co. Ltd. 


Power Road, London, W.4 


OPPORTUNITY OCCURS IN BIR- 


MINGHAM Advertising Agency for 
man of proved experience in handling 
and servicing technical and industrial 
accounts. Object, directorship. Finan- 
cial investment could be made avail- 
able but not essential. Absolute proof 
of ability will be required. Please do 
not apply unless already successful in 
work of nature indicated State cz 
perience and salary expected. 

Box 6615 Ad. Weekly 180 Fleet St BC4 


LAYOUT ARTIST-TYPOGRAPHER.— 


A young lady in her twenties wanted 
for book publishers’ publicity dept. 
Experience or training is necessary; 
some knowledge of blocks and printing 
an advantage. Work covers press 
advertisements, folders, jackets, etc. 
Details to Advertising Manager, Phoenix 
House Ltd., 38 William [V St., W.C.2. 


SECRETARY required by Ar Director, 


Greeting Card Manufacturers. Good 
shorthand/typist and ability to deal 
with office routine Experience of 
Greeting Card procedure— 
troughs to finished art work—essential. 
A. Mason & Co., Lid., 207 St. James's 
Read, Croydon 


TECHNICAL ENGINEERING PUBLI- 


CATION LAYOUT MAN required by 
the Publicity Department of The 
English Electric Co., Lid., at Stafford. 
Engineering background desirable. 
Write in first instance stating age, full 
Particulars of qualifications, experience 
and salary expected, wo 

Publicity Manager, Stafford. 


LAYOUT-MAN DESIGNER 
Wanted 
By Specialist Organisation 


Producing books, house-magazines 
and industrial publicity (much of it 
of the very highest grade; all of it 
high up in its own field). 


Applicants should ideally have had 
a mixture of experience in publish- 
ing (\.e. newspapers or magazines) 
and an advertising agency. But an 
Agency man with an interest in 
magazine make-up, or a newspaper 
or magazine man with a leaning 
to the publicity side, would also 
be considered. 


The essentials—ability to make-up 
a page and make it up well; sound 
knowledge of typography and of 
passing instructions to the printer; 
and ability to produce clean and 
attractive visuals for client. 


The majority of the work is truly 
creative; this is a designer's and 
not a routine job. 

We want primarily a man within 
our own organisation. But the 
volume of work is such that we 
would also be interested to see 
specimens from freelances or inde- 
pendent designers. Write first, 

please: 


GAVIN STAREY 
INDUSTRIAL LIAISON LTD. 


17 Fleet Street, London, E.C.4 
CENtral 6244 


FILM DEPARTMENT of large London 


Advertising Agency requires an 
Assistant aged 20/30 for cinema book- 
ing and general figure work. Five-day 
week; two weeks’ paid holiday this 
year. Apply stating age, career to 
date, and salary required to 

Box 6639 Ad. Weekly 130 Fleet St BC4 


ADVERTISING DEPARTMENT of 


weekly trade paper requires copy 
typist. London W.C. Fiveday week. 


£5. 
Box 6636 Ad. Weekly 180 Fleet St BC4 


REPRESENTATIVE required by West 
Connec- 


Display organisation. 
tions and experience display and exhi- 
bition stands essential. Car ~ 
advantage. Write full particulars 
Box 6640 Ad. Weekly 180 Fleet St ECA 


SPACEBUYER 


(Woman preferred) 
To take over Agency Space buying depert- 
ment and bring all data up to date. Knowledge 
of media and values. Able to plan and type 
schedules. e media reports. 


Also SECRETARY 


ngs ~~ 
Well educated 25-30, 
able to take aS ee /. Excellent shorthand 
typing for reporting meetings. Agency 
experience preferred. Good opportunity for 
s girl. In both cases write a > | 


age, 
"informed of opportunity. 


Box 6647 
Advertiser's Weekly 180 Fleet St EC4 


ASSISTANT, junior, male, for production 


department of leading tchnical and 
engineering advertising agency. Ex- 
perience not essential, but an advantage. 
Write Production Manager, 

Box 6653 Ad. Weekly 180 Pleetr St BC4 


AN APPOINTMENT as First Hand in 


the Advertising Deparument at Affleck 
& Brown Lid. will shortly become 
vacant. The Department is responsible 
for all the Company's press advertising 
and internal printing. A young lady 
with advertising experience in a Depart- 
ment Store would be ideal but every 
consideration will be given to applicants 
with a knowledge of advertising routine. 
The person appointed will act as 
assistant to the Advertising Manager, and 
is responsible for staff supervision within 
the Department. Applications two the 
Staff Manager, Oldham Seueet, Man- 
chester, 1. 


’*Phone your Classifieds to CHA 8844 (Ex 25) 
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JANUARY 28, 1954 


APPOINTMENTS VACANT 


BOSSFIELD LTD. 


are interested in 


EXPERIENCED FREE LANCE ARTISTS 
with « high standard of work 
Phone: CHAncery 7200/7209 

for appointment 


PRODUCTION MANAGER, speedy and 


accurate, with good knowledge of 
typography. required by West End 
Agency Write, giving details, to 


Box 6641 Ad. Weekly 180 Fleet St EC4 
SECRETARY / ASSISTANT. — Interesting 
importam pow for cenable woman. age 
27/35, with Senior Executive (Export) 
in leading international advertising 


agency's London office Agency, 
manufacturer, or Bank export experi- 
ence desirable Staff pension scheme 
Write, giving full details of education 


experience and salary reauired, to 
Box 6642 Ad. Weekly 180 Fleet St BO4 

ARTIST WANTED. Pirst-class all-round 
artist to take charee of small studio 
Good prospects for the riaht man. 
Rean Advertisine Lid., 10 Station Road, 
Watford. GADebrook 3491 

SWEARS & WELLS Advertising Depart- 
ment require young man who has had 
General Advertising Experience and is 
looking for the opportunity of advance- 
ment Write full details of previous 
experience and salary to Swears & 
Wells Ltd., Ref.: FTR Advertising, 374 
Oxford Street, London, W.1 

P.R.O. Provincial technical advertising 
agency wants a man to handle client's 
public editorial relations. Suitable appii- 
cant will be required to create a first-class 
service within existing agency organisa- 
tion, and to control development. This 
is a job with good possibilities for man 
experienced in P.R. work and Technical 
Journalism. Write fully, stating age, 
experience and salary recuired 
Rox 6616 Ad. Weekly 180 Plieet St BC4 

YOUNG GIRL or man artist wanted to 
train im correspondence Art School 
Must be gifted with a talent for 
teaching and have a flair for fashion 
work 
Box 6620 Ad. Weekly 180 Fieet St BC4 

SIAN ACCOUNTS EXECUTIVE 
REQUIR Good prospects for a 
young a ‘with a background know- 
ledge of Production and general agency 
routine. who is prepared to accept 
responsibility and has the ability to 
inspire confidence in others. Write full 

age, experience, salary, ectc., to 

2 Manager, Smee's Advertising 
Ltd., 3-5 Duke Street, Manchester 
Square, W.1 

A TARGE MULTIPLE MEN‘S TAILOR- 
ING ORGANISATION requires an 
Advertising Manager. This is an 
tmportant and responsible poet that 
requires extensive advertising and display 
experience, Applicants must be willing 
to spend considerable time in the 
Provinces as well as London . 
giving fullest details in the first instance 


to 
Box 6649 Ad. Weekly 180 Fleet St BC4 


EXPERIENCED LAYOUT ARTIST 
(Mate) required. Please give full details 
and salary required 


Box 6659 Ad. Weekly 189 Fleet St BO4 


APPOINTMENTS WANTED 
EXPERIENCED SPACE REPRESENTATIVE 
40, having reached end of possible advance- 
ment in present employ, seeks post with 
advancement prospects. Excellent references 


from present employers, publishers of 
international standing 


Box 6528 
Advertiser's Weekly 180 Fleet St EC4 


CLASSIFIED ADVERTISEMENTS 


ARE YOU SEEKING 


the | and imag ve! Experi- 
enced young copywriter/visualiser who 
can soar the ordinary and still 
keep his feet on the ground, would 
welcome the opportunity to join a team 
peseane work with a difference. 
nthusiastic—but old enough to have no 
illusions; comprehensive agency experi- 
ence including client contact. Please 


Box 6657 
Advertiser's Weekly 180 Fleet St EC4 


TALENTED YOUNG ARTIST who really 
“knows his injuns’’ creates thrilling. 
authentically based Western adventure— 
strips, illustrations Specimens avail- 
able. Inquiries promptly answered 
Box 6609 Ad. Weckly 180 Pleet St BC4 

EXTREMELY industrious young man 
Q6), good knowledge of print and pro- 
duction; some ideas and copy: seven 
years’ hard experience in agencies and 
manufacturer's advertising dept., seeks 
progressive position. Gets on well with 
other people. Inquiries 

Box 6646 Ad. Weekly 180 Pleet St BC4 


TOP-FLIGHT ADVERTISING, Publicity 
Manager, PRO (woman), Public 
School, travelled, languages, agencies 
Mayfair House, experience, seeks scope, 
initiative, hard work 
Box 6512 Ad. Weekly 180 Pleet St BOS 


SECRETARIAL AND OFFICE STAFF. 
We introduce efficient candidates for 
ali vacancies, Consult Embassy Bureau, 
Excet House, Whitcomb Street, 

WHliehal! 5924. 

OUTDOOR POSTER ADVERTISING; 
good organiser, 43, desires responsible 
Progressive position; 20 years’ experi- 
ence with Biliposting and Advertising 
Co. Fully conversant all departments. 
Six years’ war service, transporn ad- 
ministration. Available now. Good 
references. 

Box 6645 Ad. Weekly 180 Fleet Me ALS! 


seeks position in any London 
agency which is preparing for the com- 
ing of Commercial TV. Six years’ 
advertising «experience with agency, 
cliemt and screen. Has contacts in the 
potential commercial field 

Box 6643 Ad, Weekly 180 Fleet St £C4 


PRODUCTION 


MANAGER seeks change to either Manu- 
facturer or Advertising Agents of a medium 
size, ready to expand in « steady and 
sensible wey. Over nine years in present 
position Knowledge of all mechanical 
processes, with » keen and economical 
buying sense Store advertising experience 


Box 6612 
Advertiser's Weekly 180 Fleet St EC4 


ASSISTANT ACOOUNTS EXECUTIVE 


(Q6) secks progressive position En- 
Unusiastic Right years’ all-round 
experience Interest in motor/engin- 


ecring industry 
Box 6610 Ad. Weekly 180 Pleet St BC4 


ASSISTANT PUBLICITY MANAGER, 


26, good all-rounder with over 3 years’ 

experience in all branches of technical 

publicity, secks position as Publicity 

Manager 

Box 6567 Ad. Weekly 180 Fleet St EC4 
SIGN CONTRACTOR, because of a 


disability requires a clerical post 
where knowledge of the sign trade 
may be useful. Other offers welcomed. 
Write 
Box 6621 Ad. Weckly 180 Fleet St BC4 
YOUNG MAN, ase 22 (completed N/5), 
seck, employment with Agency willing 
to give training Previous experience 
four years Art Studio 
Box 6422 Ad. Wegkly 180 Fleet St BCA 
“HAND - PICKED” SECRETARIES, 
TYPISTS, Telephonists and all 
office staff The Wigmore Agency, 67 
Wigmore Sereet, W.1, HUNeer 9951- 
a8, 


SALES AND WANTS 


The equipment includes: 


sleeping bunks. 


sink and lockers. 


slide projector. 


MOBILE EXHIBITION 


Vehicles and equipment for a complete mobile exhibi- 
tion. The vehicles were built in 1952 ; 
carefully maintained and are still almost ‘‘as new’’. 


1. TOWING VEHICLE with 27 h.p. petrol engine, 
loading gantry, electric generating set and two 


2. TRAILER VEHICLE 21 ft. long, with fully equipped 
office, film projection suite, water tank, hot plate, 


3. PROJECTION EQUIPMENT comprising 
sound film projector and automatic continuous 


4. AWNING with aluminium tubular framework, to 
give a covered area of over 1,000 sq. ft. 
5. ACCESSORIES including tools, chairs, etc. 


The price required is £4,250 or nearest offer. 
specification together with photographs will be sent 
to any bona fide enquirer. 


Box 6662 Advertiser's Weekly 180 Fleet Se EC4 


they have been 


16 mm. 


Full 


"Phone your Classifieds to CHA 8844 (Ex 25) 


ADVERTISER'S WEEKLY 


APPOINTMENTS WA 


BSc (Econ) ASMA BSPA 
(Pickup Medollist) 
Full Member Market Research Society, Lecturer 
in Advertising, Market Research and 
Statistics, 5 years Research and Merchandising 
Experence to Manager level. Avedable now. 
A. H. (Tony) DAVIES 
38 Sedgemere Avenue, 4.2 TUDer 7990 


EXPERIENCED TECHNICAL ARTIST 
inot afraid of engineering blue-prints) 


secks progressive position with organ 
isation House or assistance advan- 
tageous, 


Box 6601 Ad Weekly 180 Flect St PC4 
ASSISTANT ACOOUNT EXECUTIVE, 
age 26, with sound production beck- 
ground and proven copy/idea ability, 
wents agency of department opening 
with future 
Rox 6661 Ad, Weekly 180 Fleet Sc PCS 
ADVERTISEMENT MANAGER /AS- 
SISTANT EDITOR of Trade Journal 
requires change to only one of these 
posts, PLR, position would be accept- 
ible 
Rox 6664 Ad, Weekly 180 Fleet St BOS 


EXPERIENCED ARTIST, LAYOUT, 
LETTERING, colour visuals, Brochures, 
Posters, Display At present employed, 
wishes to change, Ten years’ experience 
including Studio 
Box 6654 Ad, Weekly 180 Pleet St BOS 


FREE LANCE SERVICES 


GREETING CARD 
ARTISTS & DESIGNERS 


Greeting card manufacturers wish 
to contact artists able to design 
attractive cards—Christmas, Birth- 
day and Special Occasion—suitable 
for general market. Novelty of de- 
sign and/or fold of card particularly 
interesting. Roughs or artwork 
should be sent for consideration 
to 


A. MASON & Co. Ltd. 
207 ST. JAMES’S ROAD 
CROYDON - SURREY 


LAYOUT ARTIST (Px. Fig.), specialises 
in folders and brochures, seeks com- 
missions 
Hon 6100 Ad. Woekly 180 Pleet Ss bo 

FIGURE STUDIES AND PIN-UP 
PHOTOGRAPHS contact Lansdowne 
Sudios, 7 Stockwell Road, London, 
S.w9 Tel BRI 5711. 

EXPERIENCED ARTIST required tor 
free-lance work hy busy agency 
Knowledge typorraphy and ability to 
carry out effective typographical lay 
outs essential 
Box 6599 Ad. Weekly 180 Fleet St BC4 


ACCOMMODATION 


INDIVIDUAL STUDIOS AVAILABLE 


in W.1 district, suitable for one oF 
two urtists Rents 3-4 gens. per week 
inc'usive of lighting, heating, cleaning 
and ‘phone facilities 


Box 6601 Ad. Weekly 180 Pleet St BC4 
STUDIO SPACE AVAILABLE. §Ludeate 

Hill, All facilities 

Box 6660 Ad. Weekly 180 Pleer & BC4 
OFFICE RPQOUIRED. Separate, part or 

share Furnished with phone and 

facilities for Duplicating Agency. Pre- 

ferably Strand area 

Rox 6650 Ad. Weekly 180 Pleet St C4 
TOTTENHAM COURT ROAD. Linh 

offices w let 1900 f., of would 

divide. Moderate rental 

Rox 6655 Ad. Weekly 180 Pleet St BC4 


TOP FLOOR of mews premises, about 
40 ft. x 20 ft., Wl dimrict. Could be 
converted into light studio, £200 per 


annum, caciusive. Write 
Rox 6656 Ad, Weekly 180 Pleet S% BOS 


(Continued on page 211) 
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ADVERTISER'S WEEKLY 


REGISTERED 
T G.P.O. AS A 
NEWSPAPER 


Advertiser's 
Weekly 


THURSDAY, JANUARY 28, 1954 


S. a copy 
52/6 a year 
Post free 


- (overseas) 


The TOP executives 
who will be 
BUYERS at the 


Business 


EVERY MONTH no less than 91°, of the 12,850 (A.B.C. 
certified) sold copies of BUSINESS are read by the Chairmen, 
Managing Directors and Departmental Heads of British 
Inaustry. These TOP Executives are the Buyers of every- 
thing which sells to Industry. They are particularly good 
prospects for Exhibitors at the British Industries Fair and 
they can be sold in advance in the May issue of BUSINESS— 
the Journal of TOP Management in Industry—which will be 
published in advance of the B.I.F. Selling to Industry 
means Advertising in BUSINESS—ring CHAncery 8844 for 
rate card and details of this important medium. 


NET MONTHLY SALES (A.B.C.) — OVER 


— | 12,850 
Business Bi 


The Journal of TOP Management in Industry 


Business Publications Limited, !80 Fleet Street, London, E.C.4 


Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180 Fleet Street, London. E.C4 


January 28, 1954. Printed in England by Keliher, Hudson & Kearns Lid., 15-17 Hatfields 


STOP PRESS 


COMPETITIVE TV 


L. D. Gammans, Assistant Post- 
master-General, said in Commons 
that P.M.G. would be glad to have 
preliminary talks with individuals 
or bodies who were thinking of 
entering competitive TV field. He 
had, in fact, already met a few of 
them. He had been asked if he 
would give an assurance that a 
pemenne. programme would not 

ve to wait until the new Corpora- 
tion was set up before it could 
obtain information about prospects 
and conditions of a contract. 


NET SALES 


Net sales of “Ideal Home,” July- 
December, 1953, averaged 160,918, 
an increase of 22.695 over previous 
six months. “Everywoman” with 
329,920 average was 17,171 up on 
January-June figures. 

East Midland Allied Press Group, 
246,392 (247,502). 


P. Hunt, wh who was with 
Samson, ‘Ck he Co., Ltd., — 
1910 to 1953, director 
1922 =until his B.A, 
summer, has died in Watford Peace 
—— Hospital after short 
ness. 


John E. Woolley, advertisement 
director of “Life” international 
editions, arrives in London from 
New York to-morrow (Friday). 


Twenty thousand balloons will be 
released from the roof garden of 
Derry & Toms, the kensington 
store, to-morrow (Friday) by Sir 
Bernard and Lady Docker. Each 
balloon will carry an anagram. First 
finder to send correct solution to 
Pye Radio will win a radio set. a 
week's holiday at Butlin’s, and will 
appear in Pye’s Radio Luxembourg 
programme, “People are Funny.” 


R. A. Twomey, executive direc- 
tor, Spillers Ltd., will head the sales 
training section speakers at the 
annual conference of the Incor- 
porated Sales Managers’ Associa- 
tion, Palace Hotel, Buxton, May 
22-24. 


To appear monthly as from 

March | is “The Houseowner,” 

ublished at 2s. by The Princes 
London. 


Smee’s Advertising | Ltd. appointed 
agents for Exeloak Ltd., makers of 
dining room furniture. Trade press 
being used. 

David Macaulay Advertising 
Ltd. appointed to take over adver- 
tising of R. H. & 8S, L. Plant Ltd., 
manufacturers of Tuscan China. 


In February “F amily Doctor” 
22 advertisers offer free booklets or 
Alan Pitt Robbins, formerly with 
secretary 


(Phone: amend R844.) 


London, S.E 
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